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ABSTRACT 
This study aimed to determine the antecedents and outcomes of service encounter 
experiences of patrons in the restaurant industry in Zimbabwe. In addition, the study 
aimed to test the strength of the relationships between service encounter experiences 
and the selected antecedents, and outcomes. Service encounter experiences were 
investigated to contribute to the success of restaurants in Zimbabwe.  
The study presented literature on the restaurant industry in Zimbabwe. The literature 
explored the types of restaurant businesses that are operating in Zimbabwe, the 
contribution of the restaurant industry to the national economy, the attractiveness of 
the restaurant industry and the market structure of the restaurant industry. The 
literature also revealed that the restaurant industry immensely contributes to the 
national economy of Zimbabwe through employment creation and statutory payments. 
It was further revealed that the restaurant industry in Zimbabwe is attractive because 
there are little entry and exit barriers, and there is some degree of differentiation of 
service delivery. The contemporary issues that affect the restaurant industry in 
Zimbabwe cut across several macro business factors, and were identified as political, 
economic, social, technological, legal and environmental factors.  
Theories and literature were considered, and the study extensively presented content 
related to the postulated relationships among the study’s variables, namely the 
specified antecedents of service encounter experiences which are the variables 
service contact levels, ambience factors, service delivery quality, and typology of 
patrons; and the selected outcomes of service encounter experiences, namely 
patronage retention, re-patronage retention, and patronage loyalty. A synthesis of how 
all the study constructs are interrelated, culminating with the proposed conceptual 
model, were presented. The proposed conceptual model that captures service 
encounter experiences and its possible antecedents and outcomes, depicted a series 
of hypotheses. The hypotheses presented were developed by using extant theoretical 
and empirical literature.  
The study further presented the research methodology, and the results of this study. 
This explanatory study followed a quantitative survey research design and 400 
restaurant patrons in Zimbabwe were respondents to the study’s questionnaire. 
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Descriptive statistics were calculated. In addition, using exploratory factor analyses 
results, the conceptual framework was updated, and further inferential statistics were 
computed. These statistics included a reliability analysis, correlation analysis and 
regression analyses to statistically test the proposed relationships. The empirical 
results revealed that all the postulated independent variables, except the variable 
service contact levels, are positively and significantly related to the patrons’ service 
encounter experiences. Furthermore, the study revealed that the patrons’ service 
encounter experiences significantly influence two specified dependent variables 
namely re-patronage intention and patronage loyalty. Patronage retention, which was 
one of the hypothesised outcomes of service encounter experiences, was eliminated 
from the proposed conceptual model during the measurement scale validation phase 
as almost all of its items loaded onto the patronage loyalty factor. This suggested the 
absence of a conceptual distinction between patronage retention and patronage 
loyalty. 
The study concluded that the levels of the patrons’ service encounter experiences in 
the restaurant industry in Zimbabwe are high as a result of higher levels of the 
postulated antecedents such as ambience factors, service delivery quality and 
typology of patrons. However, the levels of contact in restaurants did not have any 
significant impact on the patrons’ service encounter experiences. The study also 
concluded that eliciting pleasant service encounter experiences generates higher 
levels of re-patronage retention and patronage loyalty.  
The conclusions generated in this study subsequently led to a number of 
recommendations for restaurants in Zimbabwe. The study also contributed by either 
closing or clarifying many research gaps as well as by developing a hypothetical model 
and measuring instrument. This study was the first to show how ambience factors, 
service quality delivery and the typology of patrons, based on their personality traits, 
could positively influence the service encounter experiences of Zimbabwean 
restaurants’ patrons. Furthermore, the study confirms that in the restaurant industry, 
the patronage retention construct is conceptually the same as the patronage loyalty 
construct. Moreover, restaurant businesses must exploit the differences in their 
patrons’ dispositions in order to enhance service encounter experiences through 
providing differentiated service offerings. 
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CHAPTER ONE 
INTRODUCTION AND BACKGROUND OF THE STUDY 
1.1 INTRODUCTION  
African economies in general, and the Zimbabwean economy in particular, are at an 
accelerated pace, resembling the Western economies in being service oriented. 
Currently, over half of the Gross Domestic Product (GDP) of developing countries like 
Zimbabwe is contributed by the services sector (Cali, Ellis & Velde, 2008:2). In 
services industries exchange value is created when patrons interact with contact 
employees and service facilities in what is known as service encounters (Bigne, 
Andreu & Gnoth, 2005; Farrell, Souchon & Durden, 2001:578; Grönroos, 2007:373; 
Lin and Mattila, 2010:823; Lovelock & Wirtz, 2011:68; Solomon, Surprenant, Czepiel 
& Gutman, 1985:100). 
The restaurant industry is among other service industries that are triggering the growth 
of the services economy in Zimbabwe. The nature of the restaurant industry in general 
is lucrative, highly competitive and important to the public (Andaleeb & Conway, 
2006:3). Restaurants compete on the basis of food quality, service delivery quality, 
and ambience factors (Samadi, 2011:18). There are many factors that contributed to 
a steady flourishing of the restaurant industry. Some of them include, but are not 
limited to, the demographic composition of the population and socio-economic trends 
(Stewart, Blisard, Bhuyan & Nayga, Jr, 2004:2). 
The regulatory framework for operating restaurant businesses in Zimbabwe is less 
stringent. In order to operate a restaurant business, a prospective operator should 
apply for the shop license and the liquor license from both the central and the local 
government. The employment of lawyers makes the acquisition of these licenses easy 
and less expensive. The current fees for a liquor license and a shop license are $250 
and $200 (in Zimbabwean Dollars) respectively (Statutory Instrument 37 of 2009). 
Moreover, most restaurant businesses simply copy the service processes from 
competitors that are well established in the market without facing much legal 
impediments. This results from the difficulty that innovative restaurant operators 
experience in protecting their business processes through patenting because of the 
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human effort that is largely involved in innovative restaurant operations (Hoffman, 
Bateson, Wood & Kenyon, 2009:26). 
The restaurant industry in Zimbabwe is also regarded as fragmented and mature. A 
fragmented industry is characterised by many suppliers and buyers to the extent that 
no single business has a market share large enough to influence the industry’s 
direction, and does not correspondingly have customers large enough to enjoy 
bargaining power (Hill, Jones & Schilling, 2013:181), as is the case with the restaurant 
industry in Zimbabwe. The maturity status of an industry is indicated by the industry’s 
growth and runs parallel to the changes in the GDP of the national economy (Hill et 
al., 2013:66), and the saturation of demand in a market (Porter, 2008:41).  
1.2 PROBLEM STATEMENT 
The attainment of maturity status by the restaurant industry in Zimbabwe coupled with 
its fragmentation has led to the extreme standardisation of the core restaurant 
services. There is also an ongoing influx of restaurant businesses in most urban 
centres and tourist resort areas in Zimbabwe (Zimtrade, 2014) which invariably 
increases competition to high levels. This industry status poses many challenges to 
the restaurant operators as it has obliterated most of the viable opportunities for 
differentiation since most meals had, over the years, become commodities. In most 
restaurants meals had become inevitably uniform due to ubiquitous recipes easily 
accessible to most operators (Wall & Berry, 2007:59). This has reduced the quality of 
service encounter experiences, which are a central theme in services marketing 
(Solomon et al., 1985:100), as the most viable alternative for differentiation and 
competitive advantage, since quality food alone can no longer guarantee restaurant 
business success (Ariffin, Bibon & Abdullar, 2011:35).  
In a bid to withstand competition, most restaurant businesses made improvements to 
their service environments. This exercise involved the refurbishment of facilities, 
installation of new culinary equipment, and the upgrading of the ambience conditions 
(Miller, 2014). However, it is still unclear whether these improvements that are being 
witnessed in the restaurant industry, have positive effects on the patrons’ service 
encounter experiences, since there are no empirical studies or conceptual models that 
are specific to the unique Zimbabwean context. In the restaurant industry it is actually 
INTRODUCTION AND BACKGROUND OF THE STUDY                                                  CHAPTER 1 
 
3 
a truism that despite management’s efforts to continuously change and upgrade their 
restaurant businesses’ environments the impact of such changes on patronage 
outcomes is rarely understood (Bitner, 1992:57). Therefore, it is argued that variables 
such as service contact levels, ambience factors, service delivery quality and the 
typology of patrons could influence patrons’ service encounter experiences. However 
these possible influences have not been investigated yet, specifically not in Zimbabwe. 
Moreover, there is a need to determine the effects of service encounter experiences 
on selected patronage outcomes (for example patronage retention, re-patronage 
intention and patronage loyalty) that are crucial to the success of restaurant 
businesses. Thus, it is important to determine answers to questions like: what are the 
antecedents and outcomes of service encounter experiences in the restaurant industry 
in Zimbabwe? 
In summary, this study attempted to investigate the following problems: 
 the gap that exists in Zimbabwean research in respect of the restaurant 
industry; 
 the effects of service encounter experiences on selected customer outcomes 
that are crucial to the success of restaurant businesses; and 
 the impact of a variety of physical facilities on patrons in the restaurant industry. 
1.3 PURPOSE OF THE STUDY 
The purpose of this study is to determine the antecedents and outcomes of service 
encounter experiences of patrons in the restaurant industry in Zimbabwe. The 
relevance of these antecedence and outcomes in the restaurant industry shall be 
tested through a set of hypotheses and reduced into a form of an easily discernible 
conceptual model. 
1.4 RESEARCH OBJECTIVES 
The sub-sections below present the main objective and secondary objectives of this 
study. 
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1.4.1 Primary research objective 
The primary objective of this study is to determine the antecedents and outcomes of 
service encounter experiences in the Zimbabwean restaurant industry. 
1.4.2 Secondary research objectives 
The secondary objectives are the following: 
1. To develop a theoretical model upon which the hypotheses on service 
encounter experiences, its antecedents and outcomes are premised.  
2. To select valid and reliable measurement scales from the extant service 
encounter literature for data collection on service encounter experiences, and 
its antecedents and outcomes. 
3. To conduct an empirical investigation on the antecedents and outcomes of 
service encounter experiences in the Zimbabwean restaurant industry. 
4. To synthesise the results of this research with previous research results from 
similar studies. 
5. To make recommendations of both theoretical and practical relevance to both 
service encounter academics and restaurant business operators.  
1.5 LITERATURE REVIEW 
The sections below presents a theoretical literature review of the concept of service 
encounter experiences as well as the antecedents and outcomes of service encounter 
experiences. 
1.5.1 Service encounter experiences 
In the restaurant industry customers are generally referred to as patrons (Hwang & 
Hyun, 2012; Ariffin, Bibon & Abdullah, 2011). Patrons’ service encounter experiences 
are created in patrons, during service encounters (Lovelock & Wirtz, 2011:68). A 
service encounter is the interaction between a patron and a service during the service 
delivery period (Shostack, 1987:243). Service encounter experiences are what a 
patron goes through during a service consumption process (Bitner, 1992:60; Jang & 
Numkung, 2009:453).  
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The activities that takes place before, during and after a service encounter are best 
described by Lovelock and Wright (1999)’s consumer decision making model. The 
consumer decision model shows that the service encounter process consists of a pre-
purchase stage, service encounter stage and a post-purchase stage. A service 
encounter is also viewed narrowly as a dyadic interaction between contact employees 
and patrons (Bradley, Sparks, McColl-Kennedy, Jimmieson & Zapf, 2010; Farell, 
Souchon and Durden, 2010), and broadly as a triadic interaction between a service 
business, contact employees and patrons (Grönroos, 2007; Jayawardhena, Souchon, 
Farrell & Glanville, 2007; Lin & Mattila, 2010). In addition, service encounter 
experiences can also be understood through the servuction model developed by 
Eiglier and Langeard (1977). The servuction model divides a business’ service 
operations management into two parts, namely, the customer contact section and the 
invisible section (Lovelock & Wright, 2011). Patrons make references to their 
interactions with both the customer contact employees and facilities when they make 
an evaluation of their service encounter experiences. 
In light of the secondary sources analysed in this study, and particularly the models 
offered by Lovelock and Wright (1999) as well as Eiglier and Langeard (1977), a 
theoretical model of the service encounters experiences of Zimbabwean restaurant 
patrons was constructed. The proposed theoretical model shows that the service 
encounter experiences are influenced by antecedents, namely, service contact levels, 
ambience factors, service delivery quality and typology of patrons. Likewise, the model 
shows the perceived outcomes of service encounter experiences of service encounter 
experiences; these are indicated as patronage retention, re-patronage intention and 
patronage loyalty.  
The following sub-sections (Sections 1.5.2 and 1.5.3) deal with the variables proposed 
as part of the hypothetical model of this study, and provides a brief literature overview 
(as each variable is discussed in detail in later chapters). Section 1.6.2 will 
consequently propose and present the study’s hypotheses, which is also elaborated 
on in later chapters. 
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1.5.2 Antecedents of service encounter experiences 
The most theoretically viable antecedents of the patrons’ service encounter 
experiences include service contact levels, ambience factors, service delivery quality, 
and the typology of patrons.  
1.5.2.1 Service contact levels 
A service contact level refers to the levels and intensity of patrons’ participation in 
generating their service encounter experiences during service encounters 
(Mahadevan, 2010:152). The operational definition of service contact is the time a 
patron spends in the service system compared to the entire period of the service 
creation (Chase, 1981:69). This means that patronage contact is the occurrence or 
situation where a patron has contact with an employee during service delivery. Chase 
and Tansik (1983) developed a service contact levels model which varies from high 
contact service designs where the patrons are supposed to be physically present in 
the service business, to low contact service designs where patrons can remotely 
access the service through minimal interaction with either the contact employees or 
service facilities.  
High contact service encounters are characterised by lengthy communication period 
and intimate communication (Yee, Yeung & Cheng, 2008:653), and a substantial 
visible component of the service operation (Lovelock & Wirtz, 2011:71). In high contact 
service designs the presence of patrons makes the service delivery process take place 
in full view of the patrons and subsequently generates much experiences (Hoffman et 
al., 2009:288). Often high contact service designs are associated with high levels of 
customisation since the customer participates in the service delivery (Hoffman et al., 
2009:323). Low contact service designs are usually highly mechanised so that patrons 
are able to access the service remotely (Zeithaml et al., 2013:98). They are normally 
referred to as quasi-manufacturing systems as the service offering is highly 
standardised (Clow & Kurtz, 2003:120-123; Leseure, 2010:35).  
Restaurant businesses are classified into the high contact service industries. These 
industries are further classified along the nature of their service encounters which 
refers to the patrons’ inclination towards interacting with either contact employees or 
with physical facilities (Lovelock & Wirtz, 2011:69). Lovelock and Wirtz (2011:69) 
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explain that fast-food restaurants are classified as low human contact service 
encounters while full-service restaurants are moderately inclined towards contact with 
both the employees and service facilities. Depending on the nature of patrons, there 
is a possibility of differential effects of patronage contact in the restaurant industry on 
patrons’ service encounter experiences. Women, for instance, being relational in 
nature (Kotler & Keller, 2013:239), might be more likely to enjoy service encounters in 
full service restaurants where the interaction with contact employees are high, while 
men being goal oriented in nature, might be more comfortable with patronising fast-
food restaurants (Mathies & Burford, 2011:639). 
1.5.2.2 Ambience factors 
Ambience factors are invisible background conditions of a service environment that 
consciously and subconsciously affect the five senses (Lin & Liang, 2011:355; 
Zeithaml et al., 2013:296) such as olfactory, visual, aural, and tactile (Hwang & Hyun, 
2012:660). A model by Rosenbaum and Massiah (2011:473), which was originally 
developed by Bitner (1992), shows that ambience factors consist of temperature, air 
quality, noise, music and odour (see in Chapter Four). There are various ambience 
factors that are associated with the restaurant industry, but the most important are 
music, scent, light and temperature.  
Music is one the most widely studied ambience factor (Turley & Milliman, 2000). 
Structural characteristics of music include volume, tempo, and harmony (Lovelock & 
Wirtz, 2011:284). These elements of music have both differential and holistic effects 
on the patrons’ service encounter experiences. Previous studies have shown that the 
tempo of music influences the patrons’ length of time, amount spent, and pace of 
movement in service businesses (Vida, 2008; Wilson, 2003). Specifically, previous 
research has revealed that fast-paced music tends to increase the consumption of 
beverages (Dube & Morin, 2001), while slow paced and unfamiliar music makes 
patrons spend a longer time in a restaurant (Cladwell & Hibbert, 2002). In shared 
service environments where patrons are required to queue, music has been found to 
shorten the perceived waiting time (Turley & Milliman, 2000). Paradoxically music has 
also been found to deter unwanted patrons (Hoffman et al., 2009:278).  
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Scent is another ambience factor that is relevant to the restaurant industry (Chebat & 
Michon, 2003:529). For instance, speciality service businesses like restaurants, 
bakeries, coffee shops, and ice-cream retailers have a long tradition of drawing 
patrons through scent (Spence, Puccinelli, Grewal & Roggeveen, 2014:477; 
Spangenberg, Crowley & Henderson, 1996). 
The other ambience factor that features most in restaurant businesses is lighting 
(Spence et al., 2014:474). Most restaurant businesses heavily rely on calibrating light 
intensity in order to project the nature and quality of their service offerings. Previous 
research has empirically concluded that the patrons’ pleasant service encounter 
experiences take place in a service environment which has appropriate lighting 
(Summers & Herbert, 2001). Bitner (1992:66), for instance, notes that dim lighting 
symbolises a full service restaurant while bright lights represent a fast-food restaurant 
services. 
The above mentioned ambience factors affect both the patrons and employees during 
service encounters once they have reached optimal arousal levels (Spence et al., 
2014:474). This observation draws from the optimal arousal theory which postulates 
that every stimulus has an optimum level which, when attained, can induce some 
reactions (McClelland, Atkinson, Clark & Lowell, 1953). The optimum levels for each 
ambience factor are subjective and therefore vary amongst patrons. It is, therefore, 
expected that optimum levels of each ambience factor generate differential service 
encounter experiences for the patrons. 
The relationship between ambience factors and patrons’ service encounter 
experiences is grounded in Mehrabian and Russell’s (1974) iconic Stimulus-
Organism-Response (S-O-R) theory. The ambience factors which are the stimulus 
ignite either willingness to interact or avoidance to communicate with others in the 
environment (Bitner, 1992:60). This suggests that patrons’ service encounter 
experiences are a function of cognitive, affective and physiological effects of ambience 
stimuli. 
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1.5.2.3 Service delivery quality 
Service delivery quality often referred to as service quality is conceptualised as the 
difference between the expected service encounter experience and the delivered 
service encounter experience (Parasuraman, Berry & Zeithaml, 1988:49). 
Parasuraman, Zeithaml and Berry (1985) initially conceptualised serviced delivery 
quality as consisting of ten dimensions. These dimensions are: reliability, 
responsiveness, competence, access, courtesy, communication, credibility, security, 
understanding and tangibles. The same researchers later reduced the above service 
delivery quality dimensions to five, in order to avoid overlapping and to provide 
universal applicability. This resultant service delivery quality dimensions are identified 
as reliability, assurance, tangibles, empathy and responsiveness. 
Reliability means that the business provides its patrons with the right service the first 
time without making any mistakes and delivers what it has promised to do by the time 
that has been agreed upon (Naude & Rudansky, 2016:58). The assurance dimension 
means that the behaviour of contact employees gives patrons some confidence in the 
business and that the business makes customers feel safe (Tan, Oriade & Fallon, 
2014:34). It also means that contact employees are always courteous and have the 
necessary knowledge to respond to patrons’ enquiries. The tangibility dimension is 
related to the appeal of physical facilities, equipment and material used by a service 
business as well as the appearance of contact employees (Sachdev & Verma, 
2004:102). The empathy dimension means that the business understands patrons’ 
problems and performs to their best interests as well as giving patrons individual 
personal attention and having convenient operating hours. The responsive dimension 
means that the contact employees of a service business are willing to help patrons 
and respond to their requests as well as to inform patrons on when the service will be 
provided and then deliver the service promptly (Parasuraman et al., 1985). 
However, Grönroos (2007:93) observes that one of the original ten dimensions known 
as competence, is clearly related to the technical service delivery quality of the 
outcome, and creditability is closely connected to the image component of the service 
delivery quality, while the rest of the dimensions are more or less related to the process 
aspects of the service delivery quality. 
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Furthermore, the dimensions of service delivery quality espoused by Parasuraman et 
al. (1988) presented both conceptual and validity problems. The validity of some of the 
dimensions was questioned in some industries. For instance, empathy seems to be 
more valid in people processing services like hairdressing than possession processing 
services like motor vehicle repair services. Likewise, tangibility seems to be more valid 
in high contact service businesses like learning in high schools than in low contact 
service businesses like virtual and distance learning. Moreover, most of the 
dimensions of service delivery quality by Parasuraman et al. (1988) seem to be heavily 
inclined towards employee actions only, thereby becoming valid for assessing the 
delivery of functional service quality while ignoring technical service delivery quality 
(Grönroos, 2007:93). Functional service delivery quality relates to the manner in which 
the service is delivered while technical service delivery quality relates to what the 
patron receives.  
The insufficiency of the SERVQUAL model presenting the five dimensions discussed 
above, led various researchers and authors to developing industry specific dimensions 
for service delivery quality through different models. These models include the 
HEDPERF (Firdaus, 2004) model for the higher and tertiary education industry, the 
LODGSERV (Knutson, Stevens, Wullaert, Patton & Yokoyama, 1990) model for the 
lodging industry, the HOLSERV (Mei, Dean & White, 1999) model for the hotel 
industry, as well as the DINESERV (Stevens, Knutson & Patton, 1995) model, the 
TANGSERV (Raajpoot, 2002) model and the DINESCAPE (Ryu & Jang, 2008) model 
for the restaurant industry. 
Stevens et al. (1995)’s model explains the service delivery quality dimensions in the 
restaurant industry. The service delivery quality for the restaurant industry 
conceptualised by Stevens et al. (1995) consists of dimensions that are similar to the 
ones developed by Parasuraman et al. (1988), but with restaurant specific 
interpretations. In the model by Stevens et al. (1995), reliability refers to the freshness 
and appropriateness of food temperature, timely delivery of an order and accurate 
billing. Assurance means that the patrons trust the food delivered and the 
recommendations made by contact employees. Tangibles in the restaurant industry 
describe the physical design, the cleanliness and appearance of contact employees. 
Empathy consists of personalised service delivery and the provision of patrons’ special 
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requests. Finally, in the restaurant industry, responsiveness relates to the assistance 
provided by contact employees on menu selection. 
It is expected that service delivery quality creates pleasant service encounter 
experiences for the patrons. This emanates from the fact that quality service delivery 
tends to meet or exceed patrons’ expectations. Previous studies have revealed that 
service delivery quality leads to memorable patrons’ experiences (Wong, 2004; Cronin 
& Taylor, 1992; Parasuraman et al., 1988). 
1.5.2.4 Typology of patrons 
There are various typologies of patrons in the extant marketing literature. However, 
they are highly polarised and their variability is limited to deviant behaviours (Lovelock 
& Wirtz, 2011:389-391), unreasonable patrons (Zemke & Anderson, 1990), and help-
seeking behaviours (Parker & Ward, 2000:352), and therefore cannot reveal any 
differential effects on patrons’ service encounter experiences.  
Personality traits can help to explain and predict patrons’ service encounter 
experiences during service encounters (Bitner, 1992:64-65). Patrons with different 
personality traits are likely to experience service encounters differently (Matzler, 
Foullant, Renzi & Leiter, 2005:35). Personality can be defined as the distinctive 
personal style of interaction in the social environment through thought processes, 
emotions and behaviour (Nolen-Hoeksema, Fredrickson, Loftus & Wagenaar, 
2009:462). There are three distinct properties of personality which are a reflection of 
individual differences, consistence and probability of change (Bitner, 1992: 65; 
Schiffman & Kanuk, 1997:114). These properties make the use of patrons’ personality 
traits relevant to marketing decisions and activities. 
There are several dimensions of personality traits such as neuroticism, 
agreeableness, conscientiousness and psychoticism, but extraversion is the most 
widely used dimension of personality traits (Tan, Foo, Chong & Ng, 2003:964). 
Categorising patrons as either extroverts or introverts has not been widely used in 
services marketing despite being fully operational in organisational behaviour studies 
(Tan, Foo & Kwek, 2004:288; Tsai, Huang, Lee, Lee & Wu, 2013:76). The 
personalities of patrons vary from extroverts to introverts with the population being 
split evenly (Hoffman et al., 2009:108). Patrons who are Introverts and extroverts differ 
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in terms of their attitudes toward service environments, their behaviour orientation, 
motivational basis, and the values they hold. The patrons’ behaviour can be predicted 
by their personality traits and therefore it is possible to anticipate the nature of service 
encounter experiences of patrons based on their personality traits (Onditi, 2013: 136). 
Introverts find comfort in solicitude (Onditi, 2013:136) and prefer small groups when 
they socialise. They are slow to engage in a conversation (Hoffman et al., 2009:108). 
Introverts are also highly sensitive to external stimulation which makes them highly 
analytical and slow in decision making. The fact that introverts are shy of gatherings 
(Tan et al., 2003:965), makes it a considered view in this study that introvert patrons 
are likely to find service encounter experiences in full service restaurants to be 
unpleasant. Introvert patrons would preferably find fast-food restaurant services 
enjoyable as these restaurants are associated with limited interaction duration during 
service encounters. 
In contrast extrovert patrons are characterised by enjoying the company of others 
(Onditi, 2013:136). They seek external stimulation in order to feel energised (Eysenck 
& Eysenck, 1976). Extroverts are at ease with exploring new activities and interacting 
with fellow human beings (Tan et al., 2003:965). Based on these characteristics, 
extrovert patrons are likely to enjoy service encounters that involve interacting with 
contact employees and exploring stimulating service facilities. Therefore, patrons’ 
personality traits are important in generating service encounter experiences (Tan et 
al., 2004:287). 
1.5.3 Patronage outcomes of service encounter experiences 
Mainstream marketing literature has identified attitudinal post dining behavioural 
constructs like patronage retention, re-patronage intention and patronage loyalty as 
proximate outcomes of service encounter experiences (Hwang & Hyun, 2012:665).  
1.5.3.1 Patronage retention 
Patronage retention is defined as marketing efforts directed to existing patrons 
(Hoffman et al., 2009:346), or the practice of maintaining an existing patron base 
(Rootman, 2011:7). Alongside patronage acquisition, patronage retention is located 
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within the broader construct of relationship marketing (Egan, 2011:74; Gummesson, 
1999:9).  
Patronage retention flourishes in saturated markets like the restaurant industry where 
businesses rely more on repeat business than on business from newly acquired 
patrons (Egan, 2011:74; Dawes & Swailes, 1999:36). In fact, there is a consensus 
among both academics and practitioners that patronage retention should be given 
more prominence over patronage acquisition (Egan, 2011:74; Zeithaml et al., 2013; 
Hoffman et al., 2009:346).  
A model conceptualised by Zeithaml et al. (2013:477) shows that patronage retention 
leads to lower service delivery costs, higher volumes of purchases, charging of price 
premiums and spreading of positive word-of-mouth communication. Patronage 
retention also leads to the attainment of profitability. This is substantiated by the fact 
that patronage retention is less expensive than patronage acquisition (Gummesson, 
1999:183). Through practising patronage retention, businesses can avoid incurring 
acquisition costs like high personal selling expenditures, administrative costs of 
opening an account, payment of commissions to sales employees, costs related to 
prospecting and qualifying leads, and marketing communication expenditures (Egan, 
2011:76; Godson, 2009:72). Moreover, retained patrons tend to be more profitable 
than recently acquired patrons (Buttle, 1996:5).  
The benefits of patronage retention are not only limited to profitability and the increase 
in positive word of mouth communication, but retained patrons are also easily 
recovered in cases of service failure, less price sensitive and they make business 
planning easier (Godson, 2009:76-78).  In addition, retained patrons provide vital 
information, and in most cases provide useful comments and advice about the nature 
of services delivered to them (Hoffman et al., 2009:346). 
Patronage retention is usually achieved through strengthening exit barriers and 
practising internal marketing (Godson, 2009:94). Switching barriers makes it difficult 
for the patrons to defect to competitors or to stop patronising the business altogether. 
Internal marketing which involves satisfying contact employees prepares them to 
deliver quality services to patrons (Lovelock & Wirtz, 2011:326-328). As previously 
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stated, once the patrons are satisfied with the quality of service delivered to them, they 
are more likely to continue patronising the same service business.   
It is a truism that a number of factors beyond the control of a business work against 
patronage retention. These factors include death and relocation of patrons.  However, 
although factors like patron relocation to another geographical area, death and 
financial incapacitation work against patronage retention, patronage retention is still 
the first defensive line in strategic marketing management as it restricts the 
haemorrhage of patrons from a business (Egan, 2011:73).  
Patronage retention is a function of patronage satisfaction and pleasant service 
encounter experiences (Godson, 2009:81). Logically, patrons must be satisfied with 
their service encounter experiences in order to continue patronising the same 
business. This suggests that when patrons experience pleasant service encounters 
they more likely to be retained by the business. 
1.5.3.2 Re-patronage intention 
Re-patronage intention is a post-dining behavioural intention in the restaurant services 
context (Hwang & Hyun, 2012:665). Re-patronage intention is conceptualised as the 
patrons’ likelihood to re-visit the service outlet (Hwang & Hyun, 2012:665), or 
consciously plans to engage in specified future activities (Warshaw & Davis, 
1985:214). In marketing studies behavioural intentions like re-patronage intention 
have been specified as surrogate indicators of actual re-patronage behaviour (Jang & 
Namkung, 2009:454). 
The notion that services encounter experiences influence and sustained re-patronage 
intention are widely accepted in the extant services marketing literature (Egan, 
2011:58; Hassan, 1996:9; Javalgi & Moreberg, 1997:165). Previous research has 
empirically revealed that re-patronage intention is an outcome of pleasant service 
encounter experiences (Hwang & Hyun, 2012:665; Walsh, Evanschitzky & 
Wunderlich, 2008). 
This relationship between services encounter experiences and re-patronage intention 
drew from the theory of reasoned action (Ajzen, 1991) which assumes that normative 
behavioural intentions are regulated by attitudes developed towards an object. The 
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theory is premised upon three distinct components which are an attitude towards 
behaviour, perceived social push to indulge in a certain direction, and the easiness 
with which a person can perform certain behaviours. In the context of services 
consumption, it assumes that service encounter experiences generate emotions which 
elicit attitudes that later transform into behavioural intentions like re-patronage 
intention. 
1.5.3.3 Patronage loyalty 
Patronage loyalty is defined as patrons’ preferences and dispositions towards services 
or products (Egan, 2011:57) in a competitive business environment (Neal, 1999:21). 
Patronage loyalty is distinguished from re-patronage intention in that re-patronage 
intention’s focus is on the frequency with which a patron gets services from the same 
service business (Javalgi & Moreberg, 1997:165) while patronage loyalty is inclined 
towards psychological aspects like a favourable attitude towards a service on offer 
(Egan, 2011:57). However a major theme found in both patronage loyalty and re-
patronage intention is that they are both expected to translate into purchase behaviour 
(Eagan, 2011:57).  
The social exchange theory (Blau, 1964) provides some theoretical basis for 
establishing the relationship between service encounter experiences and patronage 
loyalty. The thrust of the social exchange theory is on reciprocity (Gouldner, 1960). It 
involves a series of interactions in a service encounter that generates obligations 
(Blau, 1964:93). The idea behind this theory is that when a patron attains a favourable 
service encounter experience, it generates a state of indebtedness that has to be 
reciprocated in order to restore equilibrium in a service encounter (Tsai, 2001:501). 
This implies that when a patron receives a pleasant service encounter experience, it 
creates a debt that the patrons can repay through their patronage loyalty.  
However, patronage loyalty is restricted by the characteristics of the industry in which 
a business operates. In a monopoly situation patrons’ disloyalty may be hampered by 
the unavailability of acceptable alternatives (Eagan, 2011:58), habit, and convenience 
(Hart, Smith, Sparks & Tzokas, 1999:545). In such circumstances patrons’ consistent 
patronage of a service business should never be construed as a form of loyalty or as 
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a default surrogate of pleasant service encounter experiences, but rather as “spurious 
loyalty” (Jayawardhena et al., 2007:578). 
Moreover, inertia may work against patronage loyalty (Eagan, 2011:134). Inertia stems 
from the fact that some patrons may lack the drive to evaluate the quality of services 
received (Zeithaml et al., 2013:161; Bloemer & de Ruyter, 1998:501) especially where 
nothing had gone contrary to their expectations (Johnson & Mathews, 1997:536). This 
may result in spurious loyalty or passive loyalty which may tilt when something new 
emerges in the market (Buttle, 1997:145; Dick & Basu, 1994:101; Eagan, 2011:135; 
O’Malley, 1998:48; Singh & Sirdeshumukh, 2000:161; Storbacka, Strandvik & 
Grönroos, 1994:28). Therefore, Cumby and Barnes (1998:56) are of the view that 
inertia is sometimes mistakenly regarded as patronage loyalty. However, on the weight 
of evidence from the discussion above, it can be concluded that pleasant service 
encounter experiences may lead to patronage loyalty in the restaurant industry, 
regardless of some of the compelling arguments that sometimes pleasant service 
encounter experiences do not lead to patronage loyalty.  
1.6 RESEARCH QUESTIONS AND HYPOTHESES 
The sections below present research questions and hypotheses together with the 
proposed conceptual model. 
1.6.1 Research questions 
1. What is the impact of service contact levels on patrons’ service encounter 
experiences in the restaurant industry? 
2. What is the impact of ambience factors on patrons’ service encounter 
experiences in the restaurant industry? 
3. What is the impact of service delivery quality on patrons’ service encounter 
experiences in the restaurant industry? 
4. What is the impact of patronage typology on patrons’ service encounter 
experiences in the restaurant industry? 
5. Do the restaurant patrons’ service encounter experiences lead to patronage 
retention? 
6. Do the restaurant patrons’ service encounter experiences lead to re-patronage 
intention? 
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7. Do the restaurant patrons’ service encounter experiences lead to patronage 
loyalty? 
1.6.2 Research hypotheses 
On the basis of the research questions and objectives, the conceptual model for this 
study is presented in Figure 1.1.  
Figure 1.1: The antecedents and outcomes of service encounter experiences in 
the restaurant industry 
 
Source: Researcher’s own construction 
 
Figure 1.1 shows that the study’s hypotheses are as follows: 
HO1:  There is a relationship between service contact levels and service encounter 
experiences. 
HO2:  There is a relationship between ambience factors and service encounter 
experiences. 
HO3:  There is a relationship between service delivery quality and service encounter 
experiences. 
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HO4:  There is a relationship between the typology of patrons and service encounter 
experiences. 
HO5:  There is a relationship between service encounter experiences and patronage 
retention. 
HO6:  There is a relationship between service encounter experiences and re-
patronage intention. 
HO7:  There is a relationship between service encounter experiences and patronage 
loyalty. 
1.7 RESEARCH DESIGN AND METHODOLOGY 
The following sub-sections present the research methodology to be followed in this 
study. 
1.7.1 Secondary research 
Secondary research shall be used in this study to assist in understanding the direction 
that the study will take. This shall involve secondary research data gathered through 
a literature review that will determine the research gap that this study shall try to fill. 
Sources of secondary data that shall be used for the literature review include, but are 
not limited to, services marketing textbooks, articles on service encounters from 
international refereed journal articles in databases such as the Emerald and Elsevier, 
and unpublished PhD theses with themes similar to this study. 
1.7.2 Primary research 
This section presents the research paradigm, research approaches and methods, 
sampling and data collection, development of the measuring instrument, and data 
analysis methods. 
1.7.2.1 Research paradigm 
A research philosophy is a belief in how the data of a phenomenon should be 
measured, analysed and used (McGregor & Murname, 2010:423). Generally, there 
are two research philosophies which are positivism and interpretivism. With due 
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recognition being given to the research problem and hypotheses of this study 
positivism is the most appropriate research philosophy to follow in this study. 
Positivism philosophy is a stance taken by a researcher towards the observed reality 
on determinism, empiricism, parsimony, and generality (Cohen, Manion & Morrison, 
2011:8-9). This philosophy is premised on the independence of the researcher and 
the phenomenon being researched. 
Although positivism has been criticised for being mechanistic, reductionist, and 
neglectful of “hermeneutic, aesthetic, critical moral and creative knowledge” (Cohen 
et al., 2011:14-15), its epistemological benefits far outweighs its flaws. The benefits of 
using the positivistic approach are that it leads to a systematic approach to research 
(Weber, 2004:vii), it measures, quantifies and reveals the extent of a phenomenon, 
explains and predicts the direction of a phenomenon (Johnston & Duberley, 2005:47-
55). Moreover, a positivist research paradigm emphasises  discovering causal laws 
through empirical observations (Remenyi, Williams, Money & Swartz, 1998:33) and 
makes use of reliable and validated measures (Weber, 2004:vii-ix). 
A positivist research paradigm is closely related to a causal research design. A 
research design is a general plan or blueprint on how a researcher intends to fulfil 
research objectives and get answers to the research questions or hypothesis 
(Saunders, Lewis & Thornhill, 2007:131; Cooper & Schindler, 2003:81). It also 
translates a conceptual research problem into practical empirical research (Ghauri & 
Gronhaug, 2005:56). There are generally three types of research designs which are 
exploratory, descriptive and explanatory (Saunders et al., 2007:133). An exploratory 
research design is suitable for studies that seek to understand a novel problem 
(Robson, 2002:59). A descriptive research design is applicable to situations where an 
accurate profile of events, situations, phenomena, or persons is required (Saunders 
et al., 2007:134; Robson, 2002:59). Lastly, an explanatory research design which is 
also known as a causal research design (Ghauri &Gronhaug, 2005:59; Churchill, and 
Iaccobucci, 2005:74) is suitable for researches that seek to establish relationships 
between constructs (Saunders et al., 2007:134). 
This study shall use an explanatory research design. This is motivated by the fact that 
the main objective in this study and its relevant hypotheses seek to establish 
relationships between service contact levels, ambience factors, service delivery 
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quality, and the typology of patrons as antecedents and post-dining behavioural 
intentions namely patronage retention, re-patronage intention, and patronage loyalty 
as consequences of service encounter experiences. This design is relevant for 
inferring relationships of causal nature among study constructs (Maholtra, 2006:232) 
where there is some theoretical basis for the relationship (Bluch, 2008:4).  The 
causality demonstrated in an explanatory research design can be inferred in this study 
through demonstrating the temporary ordering of constructs (Shook, Ketchen, Hult and 
Kacmar, 2004:398) since customers’ reactions are measured after the service 
encounter experience (Pugh, 2001:1020; Tsai, 2001:509) and through theories which 
show the links that relate the variables (Punch, 2005:49). This research design shall 
take a cross-sectional format since such designs reduce the data collection period and 
determine relationships through the use of appropriate statistical tools like correlation 
and regression analysis and grounding the study in solid theoretical underpinnings 
(Shook et al., 2004:398). 
1.7.2.2 Research approaches and methods 
A research approach concerns the manner in which theory is treated in formulating a 
research process. There are basically two research approaches which researchers 
can follow and these are the deductive approach and the inductive approach 
(Saunders, Lewis & Thornhill, 2007:117). A deductive approach uses theory to develop 
a research strategy while an inductive approach uses collected data to develop a 
theory (Saunders et al., 2007:117). 
In this study a deductive approach shall be used based on the strength that it follows 
scientific principles (Saunders et al., 2007:117), is highly structured, premised on 
starting from theory to data, assesses relationships among variables, ensures internal 
validity through controlling confounding variables, provides operational definitions of 
study variables to ensure clarity, uses large sample sizes in order to generalise 
findings, and it advocates the collection of quantitative data. Moreover, a deductive 
approach is more appropriate for mature fields (Remenyi et al., 1998:75) such service 
encounters in the restaurant industry, where hypothesis generation and testing 
through empirical observation is part of the study (Lancaster, 2005:22-25; Gill & 
Johnson, 1997:32). This study shall follow the deductive approach steps outlined by 
Saunders et al. (2007:117) which are as follows: deducing hypotheses from theory, 
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expressing hypotheses in operational terms, testing these operational hypotheses, 
examining the results of the study and, if necessary, modifying the theory in light of 
the results. 
The use of theory outlined above underlines its significance in hypothesis 
development, data synthesis, and the interpretation of results (Lei & Qiong, 2007:35). 
It is against this background that in management research a greater premium is 
attached to theory (Edwards, 2010:615). 
1.7.2.3 Sampling and data collection 
The study population shall consist of patrons of registered restaurants in Zimbabwe. 
This includes patrons of restaurants in all 10 provinces, namely the Masvingo 
province, Manicaland province, Matabeleland North province, Matabeleland South 
province, Mashonaland West province, Mashonaland East province, Mashonaland 
South province, Bulawayo Metropolitan province and the Harare Metropolitan 
province. 
Convenience sampling shall be employed, targeting lone patrons in order to avoid 
confounding social factors (Barger & Grandey, 2006:1232). A sample size of 400 
respondents, suggested by many authorities in the field of statistical data analysis as 
adequate for studies employing factor analysis, shall be used in this study (Iacobucci, 
2010:91-92; Hoe, 2008:77).  
The patrons who are going to be part of this study shall be requested to complete 
consent forms. Confidentiality of the data provided by the respondents shall be 
guaranteed through an option of leaving out their personal details when responding to 
the questionnaires. As part of ethical research practice, the study shall be explained 
to the respondents. The respondents shall voluntarily participate with an option to 
withdraw from being part of the study at any stage without penalty. Moreover, ethics 
clearance will be obtained from the Nelson Mandela University Research Ethics 
Committee Human (RECH). 
The researcher shall visit registered restaurant businesses in order to request 
permission to carry out the study. Once restaurant businesses agree, the researcher 
shall then carry out data collection with a self-administered questionnaire from 
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consenting patrons soon after the service encounter. The measures which make up 
the intended data collection instrument are discussed below. 
1.7.2.4 Development of the measuring instrument 
In order to produce results that are comparable to previous studies (Slavec & 
Drnovsek, 2012:39) measures for this study shall be selected from the extant 
literature. Novice researchers through lay convictions have a propensity to unwittingly 
develop new measures every time they are faced with a research exercise without 
critically examining the retrogressive effect of such a practice on the extant body of 
knowledge. Jones and Suh (2000:151) advised that it is inappropriate to develop new 
measurement scales when acceptable scales exist in literature, since the use of 
validated measurement scales transform a field from an art into a science (Bruner ll, 
2003:363). Moreover, clandestine uses of multiple measures for the same constructs 
create unnecessary variances in the parameter estimates in extant literature. 
Therefore, the measurement scales for the variables in this study shall be adopted 
from previous studies. 
All the scale items in this study shall be measured on a seven point Likert scale, 
ranging from “strongly disagree” to “strongly agree”. This scaling range is not without 
precedents, as it has almost become a quasi-standard for most studies in marketing 
research. Such a fairly wide range ensures scale sensitivity that is vital for enhancing 
variability and detecting variances in respondents’ opinions and attitudes (Bruner II & 
Hensel, 1993:342; DeVellis, 1991:64-65; Nunally, 1978:595-596). 
1.7.2.5 Data analysis methods 
The relationships proposed in the hypotheses, involving the antecedents and 
outcomes of the patrons’ service encounter experiences in the restaurant industry will 
be tested using both descriptive statistics and inferential statistics. 
Descriptive statistics are the mathematical tools that are used to summerise the 
information related to a sample or population (Zikmund, 2003:402). Descriptive 
statistics are used to determine the mean and the standard deviation of the study 
constructs.  
INTRODUCTION AND BACKGROUND OF THE STUDY                                                  CHAPTER 1 
 
23 
The inferential statistics used in this study are exploratory factor analysis (EFA), 
Cronbach’s alpha coefficients, correlation analysis and regression analysis. EFA was 
used in measurement scale validation. EFA provides information related to the factor 
structure of the collected data leading to the determination of the construct validity of 
the measurement instruments (Struwig & Stead, 2013:149). 
The internal consistency of the measurement scales making up the data collection 
instrument was determined using the Cronbach’s alpha coefficient. The Cronbach’s 
alpha coefficient provides estimates of the reliability of the measurement scales used 
in measuring the study constructs (Gliem & Gliem, 2003:84). 
The relationship between different variables under investigation will be determined by 
using a Pearson’s Product Moment Correlation (PPMC). The PPMC is a statistical tool 
that measures the association between two theoretically related variables. The 
strength of the relationship is determined by the correlation coefficient (r) which varies 
from +1 to -1 (Cohen, Manion & Morrison, 2007:530). 
A set of hypotheses developed in this study will be tested, using regression analysis. 
Regression analysis is a statistical tool that is used to measure the influence of a 
variable designated as independent on another variable designated as dependent 
(Cooper & Schindler, 2007). In this study the first phase of regression analysis will 
present the antecedents of service encounter experiences (service contact levels, 
ambience factors, service delivery quality and typology of patrons) as independent 
variables, while the service encounter experiences construct was presented as the 
dependent variable. The second phase will present the service encounter experiences 
construct as the independent variable and the outcomes of service encounter 
experiences as dependent variables (patronage retention, re-patronage intention, and 
patronage loyalty). 
Data analysis and interpretation will be aided by inferences from theory. This was 
motivated by the need to avoid data snooping which is the analysis of data without 
theoretical guidance (O’Leary-Kelly & Vokurka, 1998:392). O’Leary-Kelly and Vokurka 
(1998:392) further noted that empirical results that are not substantiated with strong 
theoretical foundation are sample specific and cannot be generalised to other related 
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contexts. Therefore, the theoretical framework that has been reviewed in the previous 
sections was used during the data analysis stage in order to avoid spurious results. 
1.8 SCOPE AND DEMARCATION OF THE STUDY 
This study is delimited to service contact levels, ambience factors, service delivery 
quality, and typology of patrons as antecedents, and patronage retention, re-
patronage intention, and patronage loyalty as outcomes of service encounter 
experiences in the restaurant industry, only in Zimbabwe. There may be other 
antecedents and outcomes of service encounter experiences which are important in 
the study of service encounters, but are beyond the scope of this study. Moreover, 
there are many proximate and distal outcomes of service encounters such as 
profitability and place dependence that are also outside the scope of this study 
because the feasibility of a single study to capture and test all the interrelated variables 
is not possible. 
1.9 PRIOR RESEARCH AND SIGNIFICANCE OF THE STUDY 
This study will make theoretical, empirical and methodological contributions. Previous 
studies which considered the antecedents and outcomes of restaurant service 
encounter experiences are asymmetrically concentrated in the Western world, but 
quite rare in the Zimbabwean context. Groth, Hennig-Thurau and Gianfranco 
(2006:233) noted that “anecdotal evidence suggests that norms and expectations vary 
greatly among different cultures and countries and among employees as well as 
customers’’. Furthermore, Steenkamp and Burgess (2002:132) noted that “the 
literature in cross-cultural marketing has established the need to validate consumer 
behaviour models and theories developed in the West, and establish their degree of 
generalisability and boundary conditions in interpersonal settings’’. This observation 
suggests that similar researches may produce different conclusions in different 
countries (Kearney, Kennedy & Coughlan, 2007:17). Therefore, this study will provide 
empirical results in the African context in general and the Zimbabwean context in 
particular and compare its results with the previous research results on the 
relationships between service encounter experiences and its antecedents and 
outcomes. 
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There are also methodological shortcomings in previous research’s treatment of 
ambience factors as antecedents to service encounter experiences. Previous studies, 
with Mattilla and Wirtz (2001) as the notable exception, had been carried using the 
featural approach with experimental designs. The featural approach is an evaluation 
system that makes use of individual stimuli to assess the antecedents of a dependent 
construct, while the Gestalt approach uses a holistic stimulus (Kaminakis, Karantinou, 
Gounaris & Koritos, 2014). The featural approach is based on an erroneous 
assumption that the whole is equal to the sum of its parts (Lin, 2004:165). This implies 
that in some previous studies the respondents were never afforded the opportunities 
to holistically in line with the Gestalt psychology, assess the environmental variables 
in the same manner as what happens in real life. Therefore, since the extant services 
marketing literature is limited in terms of empirical studies that had Gestalt formulated 
research designs for the antecedents of service encounter experiences fused together 
with patronage outcomes of service encounters, this study seeks to fill this research 
gap. 
In addition, most of the previous restaurant studies were conducted by using student 
samples in laboratory experiments instead of actual restaurant patrons in a typical 
restaurant environment (e.g. Lin, 2010; Turley & Milliman, 2000). Although these 
experiments achieved moderate internal validity in most of the previous studies, there 
was a trade off with external validity thereby making most of the previous studies to 
be less context free. Therefore, this study will test the theoretical relationships between 
the patrons’ service encounter experiences and their antecedents and outcomes using 
appropriate samples that are drawn from real life restaurant patrons. 
Some of the studies that had purported to look at the antecedents of service encounter 
experiences (Azila-Gbettor, Avorga, Danku & Atatsi, 2013; Ishaq, Bhutta, Hamayun, 
Danish & Hussain, 2014), and outcomes of service encounter experiences (Ariffin et 
al., 2011; Sefian, Jaini, Sharudin & Abdullah, 2013) had not been subjected to rigorous 
statistical analysis and solid theoretical foundation. As a result these studies produced 
some results that could not find validity in any theoretical or empirical framework and 
the interpretation and generalisability thereof is questionable. This study therefore 
seeks to present an alternative theoretically grounded empirical study that will attain 
robust parameter estimates. 
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1.10 STRUCTURE OF THE RESEARCH 
This thesis shall be structured as follows: 
Chapter One: Introduction and background to the study. 
Chapter Two: Formats of restaurants in the service industry in Zimbabwe. 
Chapter Three: Contemporary issues affecting the restaurant industry in 
Zimbabwe. 
Chapter Four: Service encounter experiences in the restaurant industry. 
Chapter Five:  Patronage outcomes of service encounter experiences. 
Chapter Six:  A model for service encounter experiences in the restaurant 
industry. 
Chapter Seven: Research design and methodology. 
Chapter Eight: Empirical evaluation of the results of the study 
Chapter Nine:  Summary, conclusions, managerial implications and 
recommendations. 
1.11 SUMMARY 
This chapter introduced the entire aspects of this study of the service encounters in 
the restaurant industry in Zimbabwe. Aspects that shall be discussed in detail in the 
next chapters were introduced in this chapter. The proposed conceptual model for the 
service encounter experiences in the restaurant industry in Zimbabwe was also 
presented in this chapter. The proposed conceptual model outlined the service contact 
levels, ambience factors, service delivery quality and the typology of patrons as 
antecedents. The proposed outcomes of the presented conceptual model are 
patronage retention, re-patronage intention and patronage loyalty. The presented 
conceptual model shall be tested using EFA, correlation analysis, and regression 
analysis. 
The next chapter is chapter two which will provide a detailed background analysis of 
the nature and types of restaurants in Zimbabwe. The discussion of the types of 
restaurants will focus on the two broad categories: the full service restaurants and the 
limited service restaurants. Chapter two shall also present the market structure of the 
restaurant industry in Zimbabwe, analyse the attractiveness of the industry, and 
discuss the relevant theories that underpin demand in restaurant services. 
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CHAPTER TWO 
FORMATS OF RESTAURANTS IN THE SERVICE INDUSTRY IN ZIMBABWE 
2.1 INTRODUCTION 
The previous chapter introduced the research aspects of this study starting with the 
background of the study, research objectives and hypotheses, importance of the 
study, methodology and expected duration this study. The previous chapter presented 
the proposed conceptual model for the service encounter experiences in the 
restaurant industry. 
This chapter specifically describes the restaurant industry in Zimbabwe in detail. The 
chapter gives a detailed analysis of the restaurant industry in Zimbabwe as part of the 
comprehensive background to the study. This entails the restaurant industry structure 
analysis, formats of the restaurant industry and the relevant theories that guide the 
operations of the restaurant industry in Zimbabwe. In this chapter there are also 
statistics that show how much the restaurant industry contributes to the overall 
Zimbabwean economy. 
This chapter also explains a brief background of the formal restaurant business 
category comprises limited-service restaurants and full-service restaurants, and 
informal restaurant business category comprises mobile restaurants and pop-up 
restaurants, and how both the categories are core parts of both modern economy and 
society linked to this specific service industry. A wide range of factors that lead to the 
demand for restaurant services in various culinary market segments are explained in 
the framework of the household production theory originally conceptualised by Becker 
(1965), but still applicable in the current environment (Stewart, Blisard, Jolliffe & 
Bhuyan, 2006:521). 
2.2 RESTAURANT INDUSTRY STRUCTURE 
An industry structure is a set of elements or features that are common to the industry 
and is determined by number and size of competitors in an industry, the degree of 
pricing power, and the nature of the product or service the industry offers (Rothaermel, 
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2015:75). The purpose of an industry structure analysis is to understand the 
competitive forces that are part of a business’ environment (Porter, 2007:2). 
There is a wide consensus among economists that the restaurant industry is a classic 
example of an industry with a monopolistic market structure (Hubbard & O’Brien, 
2013:488; Case, Fair & Oster, 2013:346; Salvatore & Srivastava, 2011:377; Mankiw 
& Taylor, 2008:356). A monopolistic industry structure exists where an industry’s 
products are similar in terms of their purpose, but not identical in terms of the way they 
are designed (Mankiw & Taylor, 2008:355). A monopolistic market structure is often 
confused with a monopoly market structure by inexperienced business readers, so 
sometimes it is beneficial to identify a monopolistic market structure as a differentiated 
market structure (Rhodes, Dauve & Parcell, 2007:25). The restaurant industry in 
Zimbabwe bears all the hallmarks of a monopolistic market structure which include a 
relatively large number of restaurant businesses, easy entry into and exit from the 
market, and differentiation of the products and services on offer (Marshall & Jonhston, 
2010:153). 
2.2.1 Industry concentration 
Industry concentration is defined as the size and distribution of businesses competing 
in a market (Grant, 2011:76). In Zimbabwe there are limited-service, full-service, and 
informal restaurant businesses. There are numerous informal restaurants that by far 
outnumber the formal restaurants. Most limited-service restaurants and full-service 
restaurants are incorporated businesses while the informal restaurants are owned by 
either partnerships or sole traders. In the restaurant industry the level of concentration 
is very low. Generally concentration in an industry is identified as low, medium or high. 
Fedderke and Simbanegavi (2008:2) regards an industry’s level of concentration as 
low if the industry is not dominated by a few businesses, and highly concentrated if a 
small number of businesses dominate economic activities in an industry as evidenced 
by the revenue generated or capital employed. Moreover, industry concentration 
reflects the degree of competition in an industry in which the higher levels of 
concentration signifies the lower levels of competition (West & Bamford, 2010:237). 
In Zimbabwe there are many restaurant businesses that are operational. There is a 
bigger number of limited-service restaurants in every urban centre. The most 
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recognised restaurants are those that have some branch networks covering most 
provinces in the country. Examples of leading restaurant brands are Innsor run 
franchises that include Chicken Inn, Pizza Inn, Nandos and Steers, Kentucky Fried 
Chickens (KFC), and Wimpy.  There are also over 200 hotels in Zimbabwe that run 
full-service restaurants on their premises (Zimtrade, 2016).These examples reveal the 
extent to which the levels of concentration in the restaurant industry in Zimbabwe are 
high. 
The location of restaurant businesses in general is determined by a number of factors 
some of which are the affordability of the target market, traffic interception, cumulative 
competitive attraction and comparative compatibility (Clow & Kurtz, 2003:181). 
Location is also determined by population and income distribution in each geographic 
area (Samadi, 2011:16). Most fast-food restaurants are located closer to schools 
because pupils are the largest demographic group that enjoys fast-foods (Babey, 
Wolstein, & Diamant, 2009). In Zimbabwe there are about 3 736 602 pupils and 
students, as shown in Table 2.1 (Zimbabwe National Statistics Agency, 2012:7).  
Table 2.1: Number of pupils and students enrolled in Zimbabwean schools, 
colleges, and universities 
Primary schools 2 663 187 
Secondary schools 957 461 
Teachers’ colleges 21 238 
Technical colleges 13 923 
Vocational training colleges 1 527 
Universities  79 266 
Total  3 736 602 
Source: Zimbabwe National Statistics Agency (2016:7) 
Pupils and students are a large demographic group that patronise fast-food 
restaurants due to the need for convenience as they are usually time-constrained 
(Davis & Carpenter, 2009:505). In other words students and pupils do not have time 
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to prepare meals due to the pressure of studies. Moreover, most students do not have 
enough financial resources to afford dinning in full-service restaurants. 
The factors that affect location of a business include traffic interception. Traffic 
interception refers to the nature and quantity of both vehicular and pedestrian traffic 
that passes through a business (Clow & Kurtz, 2003:181). Fast-food restaurant 
businesses and informal restaurants which target mostly low income earners are 
located along the high pedestrian traffic streets in most urban centres. Some 
restaurants are also located in areas that have high vehicular traffic like drive-throughs 
and drive-inns. The strategy of setting-up businesses in areas that are prone to traffic 
interception is consistent with the patron base of low income utilitarian patrons (Ryu & 
Jang, 2008:56). It is also not surprising that most full-service restaurant businesses 
are located in the upmarket centres of Zimbabwean urban central business districts 
(CBD) and shopping malls in the low density residential areas where up-market 
patrons frequent or reside respectively. A sizeable number of restaurants are also part 
of highly ranked hotels and lodges like Rainbow Hotel, Meikles Hotel, and Crown Plaza 
Hotel. 
The other attribute that affects the location of a restaurant business is cumulative 
competitive attraction. Cumulative competitive attraction refers to the power that the 
clusters of similar and complementary business has to draw patrons for various 
services (Clow & Kurtz, 2003:181). This feature is particularly apparent in the 
restaurant industry where restaurant businesses offering different, but complementary 
products and services are located close to each other (Clow & Kurtz, 2003:183). 
Therefore, due to the cumulative competitive attraction most restaurant businesses in 
Zimbabwe are located far away from their competitors but, closer to complimentary 
business entities. 
Comparative compatibility is another attribute of location. Comparative compatibility is 
the interchange of patrons by businesses (Clow & Kurtz, 2003:181). Comparative 
compatibility has resulted in some of the restaurants to either being hosted by or 
located closer to major tourist attractions. There are always restaurant businesses 
closer to tourist attraction sites like the Animal Sanctuary, Varden Safaris, Lake 
Chivero Recreational Park, Mukuvisi Woodlands, the National Art Gallery, Harare 
FORMATS OF RESTAURANTS IN THE SERVICE INDUSTRY 
IN ZIMBABWE                                                                 CHAPTER 2 
 
31 
Gardens, the Botanical Gardens, Ruwa Sculpture Gallery, the Museum of Human 
Sciences, Chiremba Balancing Rocks, National Heroes Acre, Lion and Cheater Park, 
Snake Park, and Chapungu Sculpture Park (Zimtrade, 2016). The majestic Victoria 
Falls is another renowned international place of wonder that is surrounded by many 
restaurant businesses that are either independent or part of hotel establishments. 
Comparative compatibility is also common with full-service restaurants that are located 
closer to hotels, boarding houses, hostels and camping sites that do not offer food 
services. These overnight accommodation services are also mostly located closer to 
full-service restaurants in order to avoid the need for operating food services 
(Lundberg, Krishnamoorthy & Stavenga, 1995:74). Examples of such restaurants are 
Garwe Restaurant, Bon Jour Restaurant and Victoria 22 Restaurant that are located 
closer to the city of Harare’s boarding houses and hostels. 
The foregoing discussion on the restaurant industry indicates that there is low industry 
concentration in the restaurant industry in Zimbabwe. The nature of low concentration 
in the restaurant industry in Zimbabwe accounts for the great levels of competition 
experienced in that industry. 
2.2.2 Market entry and exit 
Entry barriers are defined as restrictions from operating a business in a given industry 
(Grant, 2011:74), whereas exit barriers are obstacles that prevent a business from 
easily leaving an industry (Rothaermel, 2015:79). Entry into and exit from an industry 
with a monopolistic structure is relatively easy (Allen, Doherty, Weigelt & Mansfield, 
2009:224, Case et al., 2013:346; McConnell & Brue, 2008:446). This means that in a 
monopolistic industry structure such as the one that characterises the restaurant 
industry in Zimbabwe, there are relatively very low entry barriers and exit barriers.  
The restaurant industry in Zimbabwe is characterised by a large number of restaurant 
businesses that had been opening in and exiting from the industry (Zimtrade, 2014). 
The high entry levels into the restaurant industry are largely due to the labour intensity 
of that industry. Labour intensity refers to the quantity of labour used in production as 
opposed to capital. In the restaurant business the labour intensity ratio is US$3 of the 
wage costs for every US$1 of depreciation, which is considered to be very high 
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(Samadi, 2011:33). This means that for every dollar allocated for the cost of capital 
investment there is $3 that is paid as wages. This implies that the restaurant industry 
is highly labour intensive and relies on low skilled labour force, which is paid after 
rendering a service.  It then becomes easier to enter this industry without high capital 
outlays. Exiting this industry is equally made easier through employing the labour force 
on temporary or short term contracts which are legally easy to terminate.  
The restaurant industry can also terminate contracts of excess labour force at a short 
notice as can be seen in , the recent High court judgement in the case of Nyamande 
and Donga versus Zuva Petroleum (Private) Limited. In the Nyamande and Donga vs 
Zuva Petroleum (Private) Limited high court case, it was ruled that employers have a 
common law right to terminate employees’ employment contracts at a short notice. 
Similarly employees can resign at short notice. The implications are that an employer 
in the restaurant industry in Zimbabwe can also easily lay off employees without 
paying terminal benefits in the event of ceasing operations. 
The premises and equipment that are necessary for running a restaurant business can 
easily get leased, allowing those without high levels of working capital to open a 
restaurant business easily (Lundberg et al., 1995:93). In Zimbabwe there are various 
real estate agencies like Knight Frank, Seef Properties, Robert Root, Hartman 
Properties, Crusader Real Estate, Royal Properties, and Northway Real Estate which 
can assist prospective restaurant business operators with locating attractive premises 
for leasing out at a nominal fee. The leasing of premises and equipment also makes it 
easy for existing restaurant businesses to easily leave the industry upon facing viability 
challenges. 
The regulatory framework for operating a restaurant business is also less complex, 
although some foreign business operators find it cumbersome (Koeman, 2015). The 
prospective restaurant businesses must comply with a few legislations before being 
granted the shop licence and the liquor license. The assistance from lawyers makes 
the acquisition of these licenses less difficult or expensive to attain. When exiting from 
the industry a restaurant business operator may simply stop renewing these licenses 
and cease operations without any statutory obligation to notify the authorities.  
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The absence of exit and entry barriers makes the restaurant industry in Zimbabwe 
highly competitive. The high levels of competition in turn tend to push restaurant 
businesses to improve the quality of their products and services. 
2.2.3 Differentiation 
Differentiation refers to the provision of products or services that are similar and satisfy 
the same basic need, but are not identical (Salvatore & Srivastava, 2011:337). 
Differentiation is another characteristic of a monopolistic industry structure that 
features prominently in the restaurant industry in Zimbabwe. Differentiation is one of 
the key features of an industry with a monopolistic market structure (Rothaermel, 
2015:76) as well as being at the maturity stage (Hill & Jones, 2009:203). Differentiation 
creates value for the patrons in a manner that surpasses the efforts of competitors 
while at the same time maintaining the operational costs down (Rothaermel, 
2015:166). Restaurant businesses can differentiate their services through locational 
convenience, patronage service and a range of menu varieties (Jang & Namkung, 
2009). 
Differentiation in the restaurant industry can take the form of locational convenience 
(Stewart et al., 2004:1). In the restaurant industry in Zimbabwe, product and service 
differentiation is based on varying degrees of locational convenience. Most fast-food 
restaurants are found in most commercial, residential and industrial areas, as well as 
near schools where there is a high pedestrian traffic (Davis & Carpenter, 2009:505). 
In order to provide convenience to their patrons most lodges and hotels in Zimbabwe 
run full-service restaurants or are located closer to independent full-service 
restaurants for the convenience of their patrons (Zimtrade, 2016). 
Another form of differentiation in the restaurant industry is through patronage service 
(Hoffman et al., 2009:11). Some restaurants offer table service while others offer 
counter service. Furthermore, patronage service differentiation can take the form of 
buffet service, cafeteria service, hand service, pre-set service, and silver service. Fast-
food restaurants can also differentiate their services through speedy patronage 
services (Stewart et al., 2004:1). It should normally take less than three minutes to 
serve a patron in a fast-food service restaurant. Moreover, service variations can be 
FORMATS OF RESTAURANTS IN THE SERVICE INDUSTRY 
IN ZIMBABWE                                                                 CHAPTER 2 
 
34 
extended to operating hours. Some fast-food restaurants like Chicken Inn have their 
business outlets in the CBD open for 24 hours every day. 
Restaurant businesses in Zimbabwe also differentiate their operations through a range 
of menu varieties (Miller, 2015:13). This is achieved through product variation like 
offering a wider range of dinning menus (Stewart et al., 2004:2). Product variation 
refers to adjustments to some product or service features in order to make the product 
or service more appealing (Salvatore & Srivastava, 2011:342). For instance, through 
the differentiations in the restaurant industry, a variety of burgers are on offer. These 
range from Banguet burger, Barbecure burger, Cheese burger, Chill burger, Hawaii 
burger, Luther burger, Rice burger, Salmon burger, Steak burger to Veggie burger 
(Miller, 2015:13). The differentiation on products and services in the restaurant 
industry in Zimbabwe results from competiveness associated with monopolistic market 
structure that characterises this industry.  
2.3 FORMAT OF RESTAURANTS IN ZIMBABWE 
A restaurant can be defined as a commercial establishment where meals are prepared 
and served to patrons (Bender & Bender, 1995:33).The concept of a restaurant 
evolved over three distinct phases. The first phase began in the 1920s with the 
emergence of full-service family restaurants. The second phase started in the 1960s 
when the fast food restaurants gained popularity as a result of the emphasis on speed 
and convenience. The third phase was in the 1980s when casual dining restaurants 
emerged with a thrust on menu variety. (Rivera, DiPietro, Murphy, & Muller, 2008:618). 
There are various categories of restaurants in the extant culinary literature, but there 
is no universal way of classifying these different restaurant categories (Bujisic & 
Hutchinson, 2014:1271). The most common classification schemes in literature are 
the North American Industry Classification System (NAICS), the National Restaurant 
Association of America (NRA), and the Kivela, Inbakaran and Reece (1999) scheme. 
The NAICS classification scheme divided the restaurant industry into three broad 
categories, namely, full-service restaurants, limited-service restaurants and the 
special food service restaurants such as coffee shops and ethnic restaurants. The 
NRA’s classification yielded five categories of restaurant businesses, namely, full-
service restaurants, limited-service restaurants, cafeterias, social caterers, delete 
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snack and non-alcoholic beverage bars. Kivela et al.’s (1999) classification yielded 
four types of restaurant businesses, namely, fine dining restaurants also known as 
Gourmet restaurants, theme or ambience restaurants, family or popular restaurants, 
and convenience or fast-food restaurants. 
In Zimbabwe, just like in most countries, there are generally three types of restaurants, 
namely, limited-service restaurant businesses, full-service restaurant businesses, and 
informal restaurant businesses (Stewart et al., 2004:I). These restaurant types have a 
bearing on the patrons’ pre-service encounter experience, attitudes, and post-service 
encounter experience perceptions.  
2.3.1 Limited-service restaurants 
The formal limited-service restaurant businesses that are common in Zimbabwe are 
the fast-food restaurants, the fast casual dining restaurants, and the coffee shops. The 
general nature of limited-service restaurants is that patrons are served quickly and 
depart (Swimberghe & Wooldridge, 2014:2-3). 
2.3.1.1 Fast-food restaurants 
Fast-food restaurants are the special type of eateries where patrons order pre-cooked 
food and usually on a take-away basis. Fast-food restaurants can be explained in 
terms of their origins, characteristics, and the nature of their operations. 
(a) Origins of fast-food restaurants 
The concept of fast-food started in the United States of America (USA) in the 1940s 
(Gregory, McTyre & DiPietro, 2006:44; Freeman, 2007:2224). The early fast-food 
restaurant businesses are McDonald’s which was founded by Richard and Maurice 
McDonald in 1948, and Kentucky Fried Chicken (KFC) that was founded by Harland 
Saunders in 1952. The fast-food restaurant concept spread across the whole world 
through the franchise restaurant chains like McDonald’s and KFC as a response to 
demand for tasty and affordable American food (Freeman, 2007:2224). Globalisation 
then brought the concept of fast-food to Zimbabwe through franchising as the 
distribution and expansion method. 
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There are a number of factors that lead to the development of fast-food restaurants 
businesses in the USA before the fast-food concept spread to other countries like 
Zimbabwe. Fast-food restaurants developed as a result of rapid industrialisation that 
took place in the USA that left many employed people with little or no time to prepare 
meals at home (Hamrick & Okrent, 2014:iii). At the beginning of rapid industrialisation 
services from restaurant businesses constituted only 13.4 % of an average household 
expenditure (Hamrick & Okrent, 2014:1). Actually, the industrialisation process 
demanded that people spend most of their time away from home. Dining in full-service 
restaurants became less possible to the majority of people who were busy most of the 
time.  The other reason for the growth of the fast-food restaurant businesses was the 
patrons’ desire to have their meals quickly and wanting to avoid spending time in full-
service restaurants where tobacco smoke and gun violence were the order of the day 
in the USA. (Gregory et al., 2006:46). 
(b) Characteristics of fast-food restaurants 
Fast-food restaurants are the most common type of restaurant businesses in 
Zimbabwe, with an estimated market share of 70% in the entire restaurant industry, 
and they are the fastest growing restaurant businesses globally (Nejati & Moghaddam, 
2013:1584). Fast food is defined as food that is readily available for consumption (Ayo, 
Banabana-Wabbi & Sserunkuuma, 2012:6569), while fast-food restaurants are 
defined as those restaurant businesses with a lean product line of food which is 
produced by using a standardised production system (Bender & Bender, 1995:36). 
Fast-food restaurants are identified by key features such offering counter services with 
limited or no table service, consistent food and service quality (Camillo, Connolly & 
Kim, 2008:366), and locational convenience (Mattes, 2010:24). Demand for fast-foods 
is driven by utilitarian considerations (Nejati & Moghaddam, 2013:1584). This means 
that patrons of fast-food restaurants are after the core benefit of satisfying hunger. 
Moreover, fast food restaurant businesses are operated either as independent 
restaurants or franchised restaurants. 
In the fast-food restaurant businesses payment is done before food consumption and 
there is limited table services with most of the food consumed on take-away basis 
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(Hollands, Campbell, Gilliland & Sarma, 2013:259). A recent survey revealed that most 
people in Zimbabwe no longer carry lunch boxes with them when they go to work.  
They prefer fast-foods as they are tasty regardless of them being less nutritious. In 
fact, fast-foods are a source of nutrition for low income earners and inhabitants from 
poor neighbourhoods (Freeman, 2007:2221). The common examples of fast-foods are 
hamburgers, pizzas, chicken, and sandwiches (Bender & Bender, 1995:36). 
Fast-food restaurants have their competitive advantage over other types of restaurants 
because of their affordable prices and convenient location (Swimberghe & Wooldridge, 
2014:2). The charging of affordable prices is achieved in fast-food restaurant 
businesses through operational efficiency as a result of standardisation and quasi 
manufacturing production. This production system reduces the unit cost of most 
services and products, thereby enabling businesses to charge competitive prices. 
Fast-food restaurant businesses have some common features that include less use of 
cutlery, narrow menu items, formalised service delivery procedures and strict site 
location evaluation (Camillo et al., 2008:365). Fast-food restaurant services do not 
usually require cutlery as they are mostly restricted to finger food (Gregory et al., 
2006:45). The serving of finger food has tended to reduce the initial capital outlay 
required in opening up a fast-food restaurant. Fast-food restaurant businesses have a 
narrow menu that includes fresh chips also known as french fries, grilled chicken, 
hamburgers, pies and pizza (Gregory et al., 2006:45; Shanks, 2015; Bender & Bender, 
1995:36).  
Fast-food restaurant businesses tend to follow more formalised and standardised 
procedures in service delivery (Camillo et al., 2008:365). The procedures involve the 
way the patrons are treated and interacted with during the service delivery process. 
Standardisation ensures consistency and uniformity in service delivery. 
Fast food restaurant businesses also follow a strict evaluation process in selecting the 
site for setting up business (Camillo et al., 2008:365). The evaluation of potential sites 
is necessary in order to ensure that a restaurant business is located closer to its 
patrons so that they may be conveniently served (Ayo et al., 2012:6568). 
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However, most food served in fast-food restaurants is associated with non-curable 
diseases (Gregory et al., 2006:45) since fast-food is usually highly processed and 
deep fried in hydrogenated oils that are believed to cause high cholesterol rates, heart 
attacks, and cancer (Freeman, 2007:2225). Food processing is defined as canning, 
freezing, dehydrating fresh farm products to make them more convenient for human 
consumption (Kohls & Uhl, 2002:81). This results in demand for fast-foods limited to 
those belonging to the low income classes who seem to have no choice as they cannot 
afford the cost of healthy food options served in full-service restaurants (Block, 
Scribner & DeSalvo, 2004:214). 
(c) Owning and managing of fast-food restaurants 
Fast-food restaurant businesses world-over and in Zimbabwe, in particular, that intend 
to expand are usually faced with two choices, namely, to own or to become part of a 
franchise (Garg & Rasheed, 2006:4). Owning requires a huge capital outlay, although 
its rewards in terms of profit are lucrative. Since opening new branches is expensive 
most restaurant businesses opt for franchising as an expansion strategy. Franchising 
is used as an expansion strategy in the fast-food restaurant segment (Koh, Lee & Boo, 
2009:289). The assumptions behind the franchising concept as a vehicle for an 
expansion drive are that the success factors achieved in one location can be replicated 
in another target location. 
Franchising is a contractual relationship between the franchisor and the franchisee 
(Lovelock & Wirtz, 2011:144). The franchisor is an owner of a restaurant concept that 
is patented and wishes to expand through contracting other business persons for a 
fee, and the franchisee is a businessperson who rents a patented restaurant concept.  
In legal spheres the business of a franchisor is separate from that of a franchisee 
(Kalnins & Mayer, 2004:1717). Franchisors’ offer to the franchisees include, but are 
not limited to trade names, trademarks, pre-trading and post trading assistance, site 
selection, building plans, sources of supplies, employee training, advertising, and 
book-keeping (Hunt, 1991:72). Franchising agreements usually involve specifications 
for the exterior and interior restaurant design, developments and design of 
memorabilia, operational systems, operational procedures, menus, recipes, and 
employee uniform colours. 
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Franchising is synonymous with the fast-food restaurant industry since most fast-food 
restaurant businesses are run through franchising concept (Garg & Rasheed, 2006:1) 
and this resulted in franchising becoming an indelible fixture of fast-food restaurant 
businesses (Lovelock & Wirtz, 2011:144). Franchising for fast-food businesses is run 
on three well established business concepts which are economies of scale, product or 
service standardisation and mass-marketing (Lundberg, Stavenga & Krishnamoorthy, 
1995:80). Franchised chains follow established procedures for acquiring, processing, 
preparing, and serving patrons (Mphambela, 2015). 
The franchisee pays for the operating rights to use the franchisor’s patented formulas 
of doing business or producing a product or service. The franchise fees are called 
royalties. The royalties are calculated as a percentage of gross sales generated, which 
is usually 5%. The franchisee also pays a fixed fee every month for the use of the 
franchise. After paying the royalties and the fixed franchise fee, the franchisee retains 
all the residual profits (Kalnins & Mayer, 2004:1717). 
Franchisors monitor their franchisees in order to maintain the same standards 
throughout all the franchisee business units (Kalnins & Mayer, 2004:1718). Mostly 
standardisation is done on aspects like food preparation, cost control, patron service, 
and physical design of the restaurant business (Love, 1986:140-142). Standardisation 
makes it easier and possible to monitor and evaluate the operations of franchisees 
(Kalnins & Mayer, 2004:1718). The advantages of using franchising as an expansion 
strategy are in the form of little capital requirements and lower monitoring costs for 
geographically dispersed restaurants (Lovelock & Wirtz, 2011:145). Moreover, the 
rigorous and careful selection of franchisee partners usually created sustainable base 
for expansion (Koh et al., 2009:289). 
The franchisee also benefit from a franchise agreement through being a residual 
claimant (Garg & Rasheed, 2006:4). This means that all the residual profits belong to 
the franchisee. Residual profit is the net income that remains with the franchisee after 
having taken care of all the operating expenses including the royalties. The other 
benefit is that of being an independent business in an established chain of businesses 
(Peterson & Dant, 1990:46). 
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However, franchising like most business concepts is also associated with many 
challenges, for example, the loss of direct control of the business. Furthermore, 
reduced profits could be a challenge when compared to what the business would have 
earned had the business decided not to franchise and instead expand using its own 
equity finance (Koh et al., 2009:289). 
The most common features of fast-food restaurant businesses discussed above can 
best be summarised as consisting of limited wait staff, payment before receiving a 
service, fairly lower prices, pre-pared meals and take-away food (Gregory et al., 
2006:45). These features characterise fast-food restaurant businesses in general, and 
in Zimbabwe in particular. 
2.3.1.2 Fast casual dining restaurants 
Fast casual restaurants are defined as hybrid of a fast-food restaurant and a fine dining 
restaurant (Yuncu, Emir & Arslanturk, 2013:115). Fast casual restaurants are in the 
limited-service restaurants category. Fast casual restaurant businesses make use of 
the fast-food concept, but their ambience and menu variety is decidedly upscale 
(Gregory et al., 2006:45). Fast casual restaurant businesses sometimes operate as a 
chain of restaurants. Fast casual dining restaurants are the recent variations of fast-
food restaurant businesses. Fast casual restaurant businesses are slightly more 
expensive than fast-food restaurants since they offer menus that are of improved 
quality (Ryu, Han & Jang, 2010:417). Fast casual restaurant businesses normally 
operate an open kitchen that allows patrons to see meals being prepared. Fast casual 
restaurant businesses also serve meals in disposable dishes and flatware, but 
sometimes they offer limited table service with non-disposable plates and cutlery (Ryu 
& Han, 2010:310). Prices and quality of menus in fast casual dining restaurants are 
slightly above those of fast-food restaurant businesses. 
Fast casual restaurants mainly focus on niche markets between full-service 
restaurants and fast-food restaurants (Birchfield, 2008:5). Fast casual restaurants are 
like fast-food restaurants in terms of speed and convenience of service delivery, but 
they are like fine dining restaurants in having upscale ambience, food and service 
quality (Nejati & Moghaddam, 2013:1585). Moreover, the prices of their products and 
services are higher than those of fast-food restaurant businesses. 
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The fast casual restaurants in Zimbabwe are located mainly in up-market parts of most 
urban centres and shopping malls in most low density residential areas (Zimtrade, 
2016). Fast casual restaurant in Zimbabwe are targeted for affluent patrons. 
2.3.1.3 Coffee shops 
Coffee shops are specialised restaurants that serve mainly beverages and snacks for 
24 hours per day. However, these restaurants in Zimbabwe operate for at most 15 
hours a day. Coffee shops in Zimbabwe are usually located in the affluent areas of the 
central business districts (CBDs) of most cities and towns in Zimbabwe. Coffee shops 
are also located at shopping canters in low density residential areas. The services and 
products of coffee shops are slightly expensive when compared to prices for similar 
services in fast-food restaurant businesses. Besides serving beverages, coffee shops 
also serve as rendezvous meeting areas where patrons can socialise with each other 
(Rohman & Pang, 2015:7). The most recognised international brand of coffee shop is 
Starbucks which was founded in 1971 in Seattle (Bruzelius & Johansson, 2012:7). 
2.3.2 Full-service restaurant businesses 
A full-service restaurant business is defined as a seat-down eatery where food is 
served directly to the patrons' tables (Stewart et al., 2004:20). Full-service restaurant 
businesses are another common type of restaurants in Zimbabwe. Full-service 
restaurants are characterised by payment for the restaurant services being done after 
service delivery and consumption (Stewart et al., 2004). Full-service restaurant 
businesses also offer table services. The full-service restaurant segment in Zimbabwe 
comprises fine dining restaurants, casual dining restaurants, and ethnic restaurants. 
2.3.2.1 Fine dining restaurants 
Fine dining restaurants are the other type of restaurant businesses that are common 
in Zimbabwe. Fine dining restaurants are defined as affluent food service 
establishments (Harrington, Ottenbacher & Kendall, 2011:273). In Zimbabwe fine 
dining restaurants mostly operate as independent businesses or as part of 
independent hotel establishments. Fine dining restaurants have their patronage driven 
by hedonic considerations (Nejati & Moghaddam, 2013:1584). This means that 
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patrons for this type of restaurant businesses normally sought gratification in sensual 
pleasure. 
The history of fine dining restaurants dates back to the late 1800s when the Europeans 
settled in Zimbabwe. The Europeans brought with them the restaurant concept that 
emphasised table service and wait-staff as a sign of luxury and affluence. Currently, 
the perception of high status as a result of dining in fine dining restaurant businesses 
is still regarded as the preserve of those in the high income bracket. Restaurant 
businesses are identified by offering table services, and having payments for services 
rendered being done after consumption (Hollands et al., 2013:259). Moreover, most 
food in fine dining restaurants is cooked to order (Lundberg et al., 1995:82). Although 
fine dining restaurants do not enjoy a higher proportion of patron traffic as compared 
to fast-food restaurants they nonetheless conduct high value transactions. 
Fine dining restaurant businesses are a unique type of restaurant that offers the finest 
food, excellent service and atmosphere. Fine dining restaurants are in the category of 
full-service restaurant businesses. These types of restaurants cater for the affluent 
patrons. In these restaurants wait-staff and chefs are highly trained and put on formal 
attire. Fine dining restaurants also prescribe formal dress codes for their patrons so 
as to project the desired up-market image. Due to their exclusive nature, fine dining 
restaurants are usually operated as independent businesses. Fine dining restaurant 
businesses are usually owned and operated by a sole proprietor or a partnership. 
Fine dining restaurants have ambience that is characterised by lights that soften the 
mood, decor that raises the elegance of the overall ambience, and seating 
arrangements that provides comfort (Sulek & Hensley, 2004:237). Moreover, in fine 
dining restaurants the wait-staff roams around the dining area in a state of readiness 
to attend to emerging needs and wants of patrons. It is also a norm in most fine dining 
restaurants in Zimbabwe for patrons to offer tips to the wait-staff as a sign of 
appreciation for the service rendered (Kazembe, 2014:2). 
2.3.2.2 Casual dining restaurants 
Casual dining restaurants, also known as family style dining restaurants, were 
popularised in the USA in the 1980s before spreading to other countries through 
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globalisation. Casual dining restaurants are in the full-service category and are 
designated as being moderately upscale. Casual dining restaurants offer moderately 
priced meals. Casual dining restaurant businesses also offer table service, and non-
disposable dishes. In casual dining restaurants patrons are ushered to their tables by 
the wait-staff (Rivera et al., 2008:616). 
The atmosphere is pro-family especially the type of music and food served. In casual 
dining restaurants orders are made to order. There is also a provision for children’s 
food and playground facilities. Special wait staff is always on standby to cater for the 
unique needs of the patrons and their families. In Zimbabwe most hotels run casual 
dining restaurants. The most notable examples of hotels in Zimbabwe that run casual 
dining restaurants are the Rainbow Hotel, the Meikles Hotel, and the Holiday Inn. 
2.3.2.3 Ethnic restaurants 
In Zimbabwe ethnic restaurants are a lucrative niche market in the broad restaurant 
industry. Ethnic restaurants are specialised full-service restaurants that prepare and 
serve ethnic food (Arvela, 2013:48). Ethnic menu is defined as a specific food that is 
favoured by a particular race, tribe, or cultural group (Lu & Fine, 1995:535). Ethnic 
food can also be described as cuisine that minority immigrants in a multi-cultural 
society patronise (Turgeon & Pasinelli, 2002:252). Ethnic restaurants flourish as a 
result of immigration (Reynolds & Hwang, 2006:29). Ethnic restaurant businesses are 
a culmination of socially constructed culinary activities (Harris, 2016:264). Ethnic 
restaurants usually endeavour to maintain a cultural touch in their services, as 
manifested in the form of music they play, furnishings, sculptures, and the paintings 
they display (Bakunda & Otengi, 2013:67). 
The most internationally recognised ethnic restaurants in the order of their popularity 
are as follows: French cuisine, Italian cuisine, Chinese cuisine, Indian cuisine, Thai 
cuisine, Mexican cuisine, Japanese cuisine, Spanish cuisine, Greek cuisine, and the 
Lebanese cuisine (Bakunda & Otengi, 2013:66). Most of these restaurants are found 
in Zimbabwe where the whole population can be divided into operational ethnic groups 
as shown in Table 2.2 and Table 2.3. The figures on population sizes shown in Table 
2.2 and Table 2.3 suggest that the potential ethnic restaurant market segment is 
FORMATS OF RESTAURANTS IN THE SERVICE INDUSTRY 
IN ZIMBABWE                                                                 CHAPTER 2 
 
44 
substantial enough to sustain the needs of most of the migrants that have settled in 
Zimbabwe.  
The ethnic restaurant businesses in Zimbabwe are vibrant enough to sustain their 
operations. This is buoyed by the existence of a substantial number of ethnic groups 
in Zimbabwe. Table 2.2 shows the numbers of ethnic groups in Zimbabwe based on 
the national census that was conducted in 2012. 
Table 2.2: Ethnic groups of population in Zimbabwe 
African 12 980 020 
European 28 273 
Asian 10 155 
Mixed race 17 923 
Other 1 084 
Not stated 23 325 
Total 13 061 329 
Source: Zimbabwe National Statistics Agency (2012:22) 
Table 2.2 shows that in general Africans are the largest ethnic group in Zimbabwe 
based on race. The implication of this statistic is that most ethnic food in the restaurant 
industry in Zimbabwe is tailored for the tastes of the African ethnic group. Europeans 
are the second largest ethnic group and they consequently form a large potential 
market. 
Ethnicity can also be determined by the country of origin. A population census in 2012 
showed the country of origin of the ethnic groups that are based in Zimbabwe, as 
indicated in Table 2.3. 
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Table 2.3: Ethnic population in Zimbabwe based on country of origin 
Botswana 1 750 
Malawi 51 094 
Mozambique 53 422 
South Africa 9 311 
Zambia 15 108 
Other African countries 8 047 
United Kingdom 4 986 
American countries 1 149 
Asian countries 3 010 
Source: Zimbabwe National Statistics Agency (2012:23) 
Table 2.3 shows that Mozambicans are the largest resident ethnic group. Therefore, 
by implications Mozambicans form the largest potential ethnic food market for foreign 
residents in Zimbabwe.  
Ethnic restaurants in Zimbabwe are also patronised by tourists who regularly visit 
Zimbabwe. Table 2.4 shows the number of tourist arrivals in Zimbabwe based on 
ethnicity. 
Table 2.4: Tourist arrivals in the 1st quarter of 2016 
Africa 380 790 
Europe 27 433 
America 22 620 
Asia 14 004 
Source: Zimbabwe National Statistics Agency (2016) 
The statistics in Table 2.4 have shown that in the first quarter of 2016 Zimbabwe 
received the following numbers of tourists: 380 790 from Africa, 22 620 from the USA, 
27 433 from Europe, and Asia 14 004. The statistics in Table 2.4 shows the potential 
market size for all the ethnic restaurant businesses in Zimbabwe. 
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Ethnic restaurants are usually owned or run by migrant entrepreneurs who are 
knowledgeable about the ethnic properties of their meals and the ethnic tastes of their 
fellow immigrants. The permit to run an ethnic restaurant business entails acquisition 
of a valid work permit and operating license. Acquiring a work permit and an operating 
license has become easier since the government is in a dire need of foreign direct 
investment (FDI). 
2.3.3 Informal restaurants 
Informal restaurants are the most common type of restaurant business in Zimbabwe. 
Informal restaurant businesses are defined as those restaurants that are not formally 
registered with local authorities (Zimtrade, 2016). The size and contribution of the 
informal restaurants to the national economy is not officially documented, yet their 
prevalence is apparent. Mobile food trucks and pop-up restaurants are the most 
common informal restaurant businesses in Zimbabwe.  
2.3.3.1 Pop-up restaurants 
Pop-up restaurants are the most popular type of informal restaurants among the low 
income earners. Pop-up restaurant businesses are defined as restaurant businesses 
that appear in unlikely places like street-corners, abandoned buildings, open spaces, 
or residential areas (Schindler, 2015:17-19). Pop-up restaurant businesses usually 
position themselves closer to areas that are frequented by many people who are likely 
to seek for conveniently available food. The key amenities in locating pop-up 
restaurant businesses are the availability of running water, electricity, and sanitary and 
sewer systems. (Schindler, 2015:17-19). 
What makes pop-up restaurant businesses easier to open is that they simply need a 
temporary license that can be acquired from the local government or the relevant local 
authority. However, the majority of them operate illegally. This implies that they evade 
payment of the value added tax, income tax as well as rates to their respective 
municipalities. The savings from unsanctioned exemptions from paying these taxes is 
usually passed to the patrons in the form of low prices, hence their popularity with the 
bulk of low income earners (Steyn & Labadarios, 2011:462). 
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However, the service and the social environment usually make up for all the short-
comings of these restaurants. The wait staff role is usually played by the proprietor or 
her close family members who are ready to attend to the patrons’ needs and wants. 
Moreover, the patrons are usually known by their names, which enhance the patrons’ 
levels of satisfaction. The social environment is composed of patrons who know each 
well other. Therefore, these restaurants serve as meeting places for communities and 
forums to discuss local politics (Schindler, 2015:17-19). 
However, patrons of pop-up restaurants compromise on many aspects for the sake of 
convenience and affordable meals. For instance, the ambience in most of these 
restaurants is quite deplorable. Equally, the decor and aesthetics are usually 
substandard. The menu is also severely limited to what the patrons can afford 
(Schindler, 2015:17-19). 
The other downside of pop-up restaurants is that they are usually deemed illegal and 
as a result they always face the risk of prosecution. Furthermore, the health 
departments of their respective municipalities often attribute disease outbreaks to 
these restaurants. The recent outbreak of cholera and typhoid in the city of Harare has 
also been attributed to these restaurants. 
2.3.3.2 Mobile food truck restaurants 
Mobile food trucks are common in Zimbabwe. Mobile food trucks are either self-
propelled, pushed or pulled along the sidewalks. They are usually assembled for one 
time event gatherings like church camp meetings, sports, and political rallies. They are 
easier and less costly to set-up and operate. Their greatest competitive advantage is 
convenience. Food trucks have no fixed abode. They move from place to place 
seeking to provide convenience to their patrons. It is estimated that world-over food 
from mobile truck restaurants is consumed by over 2.5 billion people per year, 
especially, in low and middle income countries (Steyn & Labadarios, 2011:462). The 
common food served in mobile food truck restaurants are cold drinks, savoury snacks, 
biscuits, and fried meat (Steyn & Labadarios, 2011:464). 
In Zimbabwe food trucks are a common feature in the industrial areas where they seek 
to capitalise on time constrained blue collar workers. They usually park along the 
FORMATS OF RESTAURANTS IN THE SERVICE INDUSTRY 
IN ZIMBABWE                                                                 CHAPTER 2 
 
48 
streets in the industrial zones. Industrial zones of most towns and cities in Zimbabwe 
are not patrolled by municipal police, so mobile food truck restaurants can operate 
without facing the risk of getting arrested. Since mobile food truck restaurants provide 
cheaper meals their services are compatible with the needs of the low paid blue-collar 
workers in Zimbabwe.  
The other areas that are frequented by mobile food truck restaurants are the stadiums 
where fans congregate on most weekends. During sports games fans and players 
alike do not have time for proper dining and therefore tend to prefer conveniently 
available food from mobile food truck restaurants. 
2.4 ANALYSIS OF INDUSTRY ATTRACTIVENESS  
The nature of the restaurant industry in Zimbabwe can also be understood through 
Porter’s (1980) framework of five forces that model competition in an industry. Porter’s 
five forces made up of attributes comprising the following: rivalry among competing 
businesses, threats of substitutes, potential entry of new competitors, bargaining 
power of suppliers, and bargaining power of patrons. These five basic forces have a 
collective strength that has a bearing on the attractiveness of an industry in terms of 
whether to invest or not (Porter, 2007:1). 
2.4.1 Rivalries 
Rivalry is defined as competition among existing businesses in an industry (Gamble & 
Thompson, 2011:53). Rivalry in an industry tends to be very intense when the number 
of competitors is very high, the rate of industry growth is slow, product or service 
characteristics are very homogeneous, the proportion of fixed costs is very high and 
there are many businesses of equivalent size (Wheelen & Hunger, 2010:160; Parnell, 
2014:34). 
The rivalry among existing restaurant businesses in Zimbabwe is quite intense in all 
market segments, given that the industry is highly fragmented. A fragmented industry 
tends to comprise a large number of small to medium sized businesses (Hill & Jones, 
2009:188). Considering that the restaurant industry is currently at a maturity stage, 
competition is usually on price basis (Porter, 2007:3). The maturity stage is 
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characterised by stagnant growth (Grant, 2011:321). Rivalry grows as more restaurant 
businesses are opening against a background of stagnant market growth (Parnell, 
2014:35). Furthermore, rivalry is fuelled by the fact that there are no switching costs 
on the part of patrons in changing from one restaurant to another. 
Rivalry in the restaurant industry also intensifies the competition between recognised 
international brands against emerging local brands. This scenario is best captured by 
Chirara (2015:B6) who noticed that the Zimbabwean restaurant industry has attracted 
international brands such as KFC, Mugg & Bean and Ocean Basket. Heavy 
competition for patrons puts a downward pressure on menu prices (Lundburg et al., 
1995:81) thereby forcing out inefficient restaurant operators (Parnell, 2014:35). At the 
same time it also reduces the profit margins for those operators that survive 
competition (Rothaermel, 2015:79). 
The intensity of rivalry in the restaurant industry is acerbated by the presence of spare 
capacity (Porter, 2007:4). Spare capacity is the production potential that is not 
currently utilised. Spare capacity in an industry is usually attributed to the intensity of 
rivalry in an industry (Parnell, 2014:34). Most restaurant businesses had expanded 
their operations during the year 2010 when the neighbouring South Africa hosted the 
soccer world cup event (Gatsi, 2011). There was a growing euphoria at the anticipation 
that most of the visitors to that neighbouring country will spill over to Zimbabwe and 
lead to a boom in the restaurant industry. Although a significant number of tourists had 
indeed visited Zimbabwe and made use of the restaurant services that kind of demand 
did not last long as it was just a short event. However, that event left some of the 
restaurant businesses with spare capacity of world class facilities which created 
excess capacity that intensified rivalry in the industry. 
In the informal restaurants segment of the restaurant industry in Zimbabwe 
competition is as intense as in the formal segment of the restaurant industry. It 
manifests in the form of locational convenience where pop-up restaurants occasionally 
appear in unlikely places as long as there are few potential patrons. 
However, the intensity of competition in the restaurant industry in Zimbabwe is 
lessened by the absence of exit barriers. Exit barriers are factors that hinder 
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businesses from leaving an industry even if continued operation has become 
unprofitable (Parnell, 2014:36). The intensity of competition in the restaurant industry 
in Zimbabwe is mainly perpetuated by the availability of alternative uses of restaurant 
equipment, short term labour agreements, and the absence of government pressure 
to continue operations when faced with dampened profitability. Thus, restaurant 
businesses that are no longer viable can easily exit the industry without making huge 
financial losses as their assets can be deployed in other uses in other viable industries. 
2.4.2 Threat of substitutes 
A substitute is a product that can serve the same purpose as the principal product 
(Wheelen & Hunger, 2010:160; Rothaermel, 2015:74). Substitute products and 
services pose a threat in an industry since all businesses in an industry broadly 
compete with other businesses supplying substitute products (Porter, 1980:23). The 
threats of substitutes in the restaurant industry in Zimbabwe inherently exist in the form 
of pre-cooked food available in supermarkets and the potential for patrons to cook 
their own food at home. Even those patrons who work away from home can carry their 
pre-cooked food with them and those who travel can use lodging facilities with self-
cooking facilities (Jekanowski, Binkley& Eales, 2001:69). Substitutes cause demand 
for restaurant services to be elastic and this imposes a price ceiling for most restaurant 
services and result in lower profit margins (Wheelen & Hunger, 2010:160). 
2.4.3 Threat of entry 
The threat of entry is the risk of having potential competitors entering the industry 
(Rothaermel, 2015:67). New entrants are a threat to existing businesses since they 
bring in new capacity in an industry and reduce the market share of existing 
businesses (Porter, 2007:2). An industry is more attractive to the incumbents if it has 
some entry barriers. Entry barriers are obstructions that make it difficult for a business 
to enter into an industry (Wheelen & Hunger, 2010:159). The most common entry 
barriers are economies of scale, capital requirements, product differentiations that are 
patented, high switching costs, access to distribution channels and government policy 
(Parnell, 2014:37-40; Wheelen & Hunger, 2010:159). 
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The fact that there are relatively low barriers of entry into the restaurant industry makes 
the potential for new entrants quite high (Wheelen & Hunger, 2010:159). In the 
restaurant industry in Zimbabwe it is quite common to see the emergence of new 
restaurant businesses.  This is especially common with informal restaurants. 
Extant strategic management literature reveals that low industry concentration, low 
capital intensity, and low industry regulation in a mature market make the threat of 
entry by new competitors always high in the restaurant industry (Hill & Jones, 2009:46; 
Gamble & Thompson, 2011:51).  
Capital intensity associated with the restaurant industry in Zimbabwe is quite relative. 
The amount of money required to establish a small restaurant that offers convenience 
to a small community might be small, but quite a large amount of capital may be 
required for a restaurant business that intends to command a high brand equity in the 
market. Chirara (2015) indicates that capital investment per restaurant unit is 
estimated to be US$ 713 236.00 and the potential annual revenue is US$5.9 million 
per restaurant outlet. However, informal restaurant operators may simply use their 
home utensils thereby drastically reducing the required start-up capital. 
Recently, Burger King and McDonald’s restaurant businesses have indicated that they 
will soon enter the Zimbabwean market (Bloomberg, 2015). McDonald’s had 
previously shown its intention to enter the Zimbabwean market in 1997, but had its 
plans scuttled by political instability that had plagued the country at that time. The 
potential entry of McDonald’s is likely to cause panic among the existing restaurant 
businesses as McDonald’s is known for being aggressive in fighting competition and 
grabbing market share. KFC, which has recently opened a branch in Harare, has also 
indicated its plans to open 25 outlets across Zimbabwe. 
2.4.4 Power of suppliers 
Bargaining power of suppliers is defined as the extent to which suppliers are able to 
shape the conditions and terms of a sale (Gamble & Thompson, 2011:48). Bargaining 
power of suppliers tends to affect the profitability of an industry through raising prices 
for key inputs or reducing the quality of supplied products and services (Porter, 
1980:27). Industries tend to thrive better in situations where suppliers have limited 
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bargaining power (Parnell, 2014:41). The bargaining power of suppliers is 
strengthened when the industry is dominated by few suppliers, supplier switching 
costs are very high, substitutes are not readily available, and the purchasing industry 
buys only a smaller portion of the industry’s products and services (Wheelen & 
Hunger, 2010:161; Porter, 2007:3). 
In the restaurant industry there are three major segments of suppliers, namely, 
agricultural produce, energy and labour force. The suppliers of agricultural produce in 
the restaurant industry in Zimbabwe have a weak bargaining power. The major 
suppliers in the restaurant industry in Zimbabwe are agricultural producers of 
vegetables, fruits, cereal grains, milk, and meat products. The bargaining powers of 
agricultural suppliers tend to be limited by a number of structural factors. These 
supplies are from an agricultural industry that is in itself highly fragmented. This tends 
to weaken the bargaining power of suppliers of ingredients for many menus. In fact, 
the agricultural commodities industry is so fragmented that even some of its strengths, 
like providing a key input into the restaurant industry and the unavailability of 
substitutes, are still outweighed by its fragmentation status. A fragmented industry like 
the agricultural supplies industry that supplies raw materials to the restaurant industry, 
is defined as consisting of a large number of small or medium sized businesses where 
none can influence industry prices (Hill & Jones, 2009:49). 
Some restaurant businesses acquire their agricultural supplies from farmers through 
contract farming. Contract farming, not only guarantees constant supplies, but also 
fixed prices. That way the bargaining power of agricultural commodities suppliers is 
curtailed (Kohls & Uhl, 2002:233).  
The other major supply in the restaurant industry is energy in the form of electricity 
used for food preparation and for providing ambience light. Energy is another critical 
resource in the restaurant industry and it is supplied by Zimbabwe Electricity Supply 
Authority (ZESA), a state enterprise operating as a monopoly.  This compels the entire 
restaurant industry to be reliant on the poorly run state enterprises which charges 
tariffs that at times raise the operating costs for many restaurant businesses. 
According to Parnell (2014:41), monopoly suppliers typically exert authority over 
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product or service quality, price and trade terms when they supply products or services 
to businesses in a fragmented market, like the restaurant industry.  
The other major supply in the restaurant industry is labour-force. The supplies of 
labour can also be regarded as one of the inputs that are crucial in the restaurant 
industry. Essentially, the restaurant industry is labour intensive (Brennan, 2013:20). 
Labour-force is needed in the restaurant industry for preparing and serving food, and 
cleaning up the restaurant utensils and facilities. The nature of the bulk of labour 
utilised in the restaurant industry save for chefs is low skilled (Brennan, 2013:20). 
There is a general tendency in the restaurant industry to recruit from the 
disadvantaged sectors of the population. For instance, there is a propensity to employ 
teenagers and illegal immigrants who have limited bargaining power (Lundberg et al., 
1995:82). Moreover, most of the labour-force in the restaurant industry is not given 
long term contracts that can protect them from unfair labour practice and from 
punishment for taking part in industrial actions. This tends to reduce the bargaining 
power of the labour-force making, the employees in restaurant businesses to become 
the lowest paid in the country. Actually, most employees in the restaurant industry, 
especially, the wait-staff relies on tips for a significant income (Lundberg et al., 
1995:82). Thus, most restaurant businesses in Zimbabwe make favourable profit 
margins through depressed labour-force wages. 
The bargaining power of suppliers for various inputs in the restaurant industry in 
Zimbabwe is therefore very weak, as has been demonstrated above. The nature of 
the suppliers’ weak bargaining power translates into the competitiveness for the 
restaurant industry. 
2.4.5 Power of patrons 
The bargaining power of patrons refers to the influence of the patrons in the industry’s 
competitiveness (Porter, 2008:4). Patrons in an industry reduce an industry’s 
attractiveness through forcing down the marked prices, demanding extra services and 
higher quality, and setting competing businesses against each other (Porter, 1980:24). 
Normally, patrons gain bargaining power if they buy in large quantities, products or 
services are undifferentiated, switching costs are low or purchases represent a 
significant fraction of their costs (Parnell, 2014:40-41; Wheelen & Hunger, 2010:161). 
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In the restaurant industry in Zimbabwe the bargaining power of the patrons is very low. 
Since the restaurant industry in Zimbabwe comprises a monopolistic market structure, 
there are many restaurant businesses and many patrons. The availability of many 
patrons in the restaurant industry is termed fragmentation. This fragmentation lessens 
the bargaining power of the patrons (Rothaermel, 2015:81). It is very rare for the 
patrons to force down prices, despite the fact that their switching costs are very low 
and most of them are fully aware of the substitutes.  
The industry attractiveness analysis above revealed that the restaurant industry in 
Zimbabwe is relatively attractive. Normally attractive industries attract investment and 
subsequently contribute to the national economies. The section below explains the 
contribution of the restaurant to the Zimbabwean economy. 
2.5 CONTRIBUTION OF THE RESTAURANT INDUSTRY TO THE 
ZIMBABWEAN ECONOMY 
The restaurant industry is located within the broader hospitality industry. There are no 
compilations of statistics that are specific to the restaurant industry in Zimbabwe. The 
available statistics groups the restaurant businesses under the broad hospitality 
industry. This is an uncommon scenario which is at variance with the situation in other 
developing countries like South Africa. Therefore the statistics like the size of the 
restaurant industry, number of people employed in the restaurant industry and overall 
revenue which is generated can only be determined as part of the broader hospitality 
industry. The hospitality industry is made up of various segments namely the 
restaurant segment, travel and tourism segment and the hotel segment. The 
contribution of the restaurant industry in Zimbabwe can be inferred from the available 
national statistics in terms of stability in the economy and employment creation. 
2.5.1 Stability in the economy 
The restaurant industry is one of the stable economic sectors that have not been 
affected by inflation. The figures in Table 2.5 show that inflation in the restaurants and 
hotels economic segment are below a single percent. Moreover, low inflation rates 
may help to spur growth in other areas like the tourism and hospitality industries.  
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Table 2.5: Inflation rates per industry 
Industry 
CPI 
Weight 
2015 
inflation 
Restaurants and hotels 1.38 % 0.43 % 
Food and non-alcoholic beverages 33.53 % -3.71 % 
Alcoholic beverages and tobacco 4.38 % -0.88 % 
Housing, water and electricity 17.74% -4.29 % 
Transport 9. 76 % -3. 24 % 
Clothing % Footwear 6.05 % -2. 39 % 
Source: Zimbabwe National Statistics Agency (2016) 
The low inflation rates indicated in Table 2.5 show that the restaurant industry is one 
of the sectors in the Zimbabwean economy that are stable.  
The restaurant and hotel industry has also been growing at a steady rate as shown in 
Table 2.6. The growth in the restaurant industry indicated in Table 2.6 is likely to boost 
growth in upstream industries in the supply chain like the agricultural industry.  
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Table 2.6: GDP sectorial growth rates 
Sector 
2012 
(Actual) 
2013 
(Actual) 
2014 
(Actual) 
2015 
(Actual) 
2016 
(Projected) 
Agriculture, hunting and 
fishing 
7.6 -2.6 23 -3.6 1.8 
Mining and quarrying 8.0 11.7 -3.4 -2.5 1.6 
Manufacturing 5.3 -0.6 -5.1 1.6 2.1 
Electricity and water 0.3 5.0 5.4 -10.8 3.6 
Construction 23.5 3.9 6.9 7 4.5 
Finance and insurance 28 11.3 7.7 6.0 5.0 
Real estate 5.9 0.7 4.7 3.9 2.5 
Distribution, hotels and 
restaurants 
4.3 3.9 2.5 4.7 4.0 
Transport and 
communication 
6.7 7.0 1.1 4.2 2.8 
Public administration 19.1 3.4 6.3 1.5 1.3 
Education 38.1 2.9 3.9 2.1 1.3 
Health 7.7 0.5 1.8 2.1 2.1 
Domestic services -3.5 6 2.2 2.0 1.8 
Other services -10.7 -4.7 -0.33 3.0 2.5 
Less imputed bank 
charges 
9.8 11.3 4.7 3.7 5.0 
GDP at market prices 10.6 3.4 6.1 1.5 2.7 
Source: Zimbabwe National Statistics Agency (2016) 
Table 2.6 shows that the restaurant industry is one of the stable industries in 
Zimbabwe as is evidenced by its steady growth over the years and its projected growth 
rate for the year 2016. 
This is supported by the fact that most of the agricultural output is consumed in the 
restaurant industry. The growth in the restaurant industry in Zimbabwe enables the 
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agricultural industry to secure financing in the form of contract farming agreements 
and advance payments for the output that may yet to be harvested. 
2.5.2 Employment creation 
The restaurant industry has been classified under the accommodation and food 
service sector in the labour-force survey conducted by the ZNSA in 2015 for the year 
2014. Table 2.7 shows that the restaurant industry contributes a 5% of the total number 
of people employed in the country. The absolute figure for the people employed in the 
restaurant industry and its allied industries can be deduced from Table 2.7 as 31 329 
people which is 5% of the 6 265 869 total number of people employed in the 
Zimbabwean economy.  
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Table 2.7: Employment by sector 
Industry Contribution (%) 
Agriculture, forestry and fishing 67.2 
Mining and quarrying 1.5 
Manufacturing 4 
Electricity, gas, steam and air conditioning 0.1 
Water supply, sewage, waste management and remediation 
services 
0.1 
Construction 1.6 
Wholesale and retail trade 10.9 
Transport and storage 1.7 
Accommodation and food services 5.0 
Information and communication 0.4 
Financial and insurance activities 0.3 
Real estate activities 0.4 
Administration and support services 1.9 
Public administration and defense 1.9 
Education 2.9 
Human health and social work activities 0.8 
Arts, entertainment and recreation 0.5 
Other service activities 1.6 
Activities of household employers 2.6 
Activities of extraterritorial organisations 0.0 
Not stated 0.0 
Total percent 100% 
Total number 6 265 869 
Source: Zimbabwe National Statistics Agency (2015:16) 
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Table 2.7 shows the contribution of the restaurant industry to the Zimbabwean 
economy in terms of employment. The contribution of 5% of the total number of people 
employed in the Zimbabwean economy is fairly significant compared to other key 
economic industries, like the manufacturing industry (4%). 
2.6 EFFECT OF THE HOUSEHOLD PRODUCTION THEORY ON 
RESTAURANT SERVICE DEMAND 
The overarching theory that helps in understanding the dynamics of demand in the 
entire restaurant industry is the household production theory by Becker (1965).  The 
household production theory is still relevant and applicable to the global restaurant 
industry in general and to the Zimbabwean restaurant industry in particular, despite 
having been conceptualised over five decades ago. The application of the household 
production theory to the restaurant industry received empirical support from many 
studies that include, but is not limited to studies by Davis (2013) and Huffman (2011). 
The household production theory explains how time constrains, prices, income, and 
demographic factors influence the acquisition and consumption of food in households. 
Becker’s (1965) theory explains that consuming food at home include money spent on 
purchasing groceries, time spent preparing food, and having the ability to prepare 
food. This theory is applicable to the restaurant industry in the sense that there is an 
inverse relationship between food consumed in restaurant businesses and food 
consumed at home. 
Becker (1965)’s theory propounds that the household utility function is made up of 
commodities and activities. Meals have been identified as one of the commodities 
produced in a household (Hamrick & Okrent, 2014:1). Becker (1965:514) asserted that 
a decrease in the household managers’ time leads to less time for preparing food at 
home hence the beginning of search for food away from home (FAFH). Thus the 
demand for FAFH is dependent on the availability of time on the part of a household 
manager (Gronau, 1997:199). Extant empirical researches in the framework of the 
household production theory  supported the view that demand for limited-service 
restaurant services is largely driven by the opportunity costs associated with time as 
a limited resource (Davis, 2013; Huffman, 2011; Dong, Byrne, Saha & Capps, 2000; 
Byrne, Capps & Saha, 1996; Nayga & Capps, 1994). 
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The major decision relates to whether the household manager is able to carry out all 
the activities involved in food preparation at home or whether he/she should outsource 
some or all the activities to specialised foodservice providers. A household manager 
is a person who is responsible for most of household decisions and chores in the family 
(Stewart et al., 2004:6). The activities of a household manager in the process of 
preparing meals include, but are not limited to grocery shopping, assembling food 
cooking apparatus, cooking, baking, serving food, and cleaning up after a meal 
(Hamrick & Okrent, 2014:3). Specialised food-service providers in this case are 
restaurant businesses. 
The appropriate decision on whether to choose food at home (FAH) or FAFH is 
moderated by the disposable income of the household, ability of the household 
manager to prepare food, the availability of time for food preparation process and 
household characteristics (Stewart et al., 2004:2). Household characteristics include, 
but are not limited to the household manager demographics, including age, gender, 
race, marital status, religion, levels of education, and the size of the family (Hamrick & 
Okrent, 2014:111).  
Time constraints are a major determinant of demand for restaurant services. When a 
household manager works for long hours away from home, there is a great likelihood 
that he/she may not have enough time to prepare food at home. In a study by Harms 
(2014) it was estimated that household managers spend an average of 51 minutes in 
food preparation at home. This will lead him/her to purchasing conveniently available 
fast-foods not only for purchaser, but for the whole family on the basis of convenience 
(Weiten, 2012:393; Meiselman & MacFie, 1996:389). Convenience is defined as the 
immediate availability of products or services to the patrons in a way that eliminates 
waiting or delivery time (Jekanowski, 2001:65). The most important aspect is proximity 
of the restaurant to the patrons’ workplace or residential area (Hamrick & Okrent, 
2014:3; Jekanowski et al., 2001:59). However, households whose managers are not 
time-constrained may opt for dining in full-service restaurants as they have enough 
time to spend in full-service restaurants. 
Household income determines the nature of restaurant services the household 
members are likely to patronise (Revenson & Singer, 2012:335; Preedy, Watson & 
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Martin, 2011:757). High-income households tend to spent more money on leisurely 
activities like dining in up-scale restaurants that are in the full-service category while 
those in the low-income brackets tend to patronise fast-food restaurants that have lean 
product lines offered at economy prices (Stewart et al., 2004:3). 
Demand for restaurant services is also influenced by the number of people in a 
household (Stewart et al., 2004:3). The recent national census conducted in 2012 
revealed that the average household size in Zimbabwe is 4-5 people (Zimbabwe 
National Statistics Agency, 2012:23). Households with large numbers of family 
members find it economical to prepare food at home since it entails large savings 
(Hamrick & Okrent, 2013:4). The savings for food prepared at home is in the form of 
large discounts associated with large quantity of food ingredients that big families 
purchase for preparation of meals at home. In a study by McCracken and Brandt 
(1987) it was found that it is economical to spend on FAH when a family size is bigger 
than to dine. Similarly a study by Byrne et al. (1996) discovered that there is a negative 
relationship between family size and expenditure in full-service restaurants. However, 
the same study also found a positive relationship between family size and expenditure 
in the fast-food restaurant businesses. 
The age of a household manager has also been found to determine the nature of 
restaurant services demanded by patrons. Young household managers tend to prefer 
dining in fast-food restaurants, while aged household managers tend to derive 
satisfaction from dining with their family members in up-scale restaurants like casual 
dining restaurants (Bryne, Capps & Saha, 1998). 
The level of education of a household manager tends to determine the demand for 
restaurant services. Less educated household managers tend to prefer food at home 
presumably due to having less income since education is an indicator of social status. 
Moreover, less education may mean that if the household manager decides to dine at 
a restaurant then the likely choice would be a fast-food restaurant since less education 
may mean that the household manager may not be conversant with the etiquette 
associated with full-service restaurant businesses. On the other hand, educated 
household managers may dine with their family members in full-service restaurants 
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because they may have enough money and appropriate knowledge associated with 
up-scale restaurants (Stewart et al., 2004:4). 
Marital status has also been closely linked with demand patterns for FAFH (Hamrick 
& Okrent, 2014:4). The marital status statistics for Zimbabwe are shown in Table 2.8. 
A study by Byrne, Capps and Saha (1998) reveals that single people spent less on 
FAFH than married people. These results are in stark contrast with the later results 
from empirical studies by Stewart and Yen (2004) and Stewart et al. (2004) which 
found that single people spend more on restaurant services than married people. 
Table 2.8: Marital status (Population age 15 years and above) 
Married 58% 
Never married 29% 
Divorced 5% 
Widowed 8% 
Total 100% 
Source: Zimbabwe National Statistics Agency (2012:14) 
Lastly, the theory of household production reveals that the gender of the household 
manager determines the levels and nature of demand for restaurant services (Hamrick 
& Okrent, 2014:4). In a study by Byrne et al. (1998) it was demonstrated that male 
household managers spent more on FAFH than their female counterparts. They 
attributed these variations to female household managers’ inherent possession of 
better culinary skills. This suggests that compared to females, males are another 
demographic group that highly patronises restaurant services. 
2.7 SUMMARY 
This chapter also gave an analysis of the formats of restaurants in Zimbabwe in the 
two broad categories, namely limited service restaurants and full-service restaurants. 
This chapter has revealed the nature of the restaurant industry in Zimbabwe through 
detailing an in-depth analysis of the industry structure, industry attractiveness and the 
contribution of the industry to the national economy. Demand for the restaurant 
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services is determined by constructs in the household production theory like income, 
time constraints for the household manager and the household managers’ culinary 
skills. 
Having discussed the nature of the restaurant industry in Zimbabwe, the next step is 
to analyse contemporary issues that affect the restaurant industry. Therefore, the next 
chapter will examine the contemporary issues that affect the restaurant industry in 
Zimbabwe. The contemporary issues that affect the restaurant industry in Zimbabwe 
are discussed in the following chapter within the PESTLE framework.  
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CHAPTER THREE 
CONTEMPORARY ISSUES AFFECTING 
THE RESTAURANT INDUSTRY IN ZIMBABWE 
3.1 INTRODUCTION 
The purpose of this chapter is to explain the contemporary issues in the restaurant 
industry in Zimbabwe. This chapter is an extension of the previous chapter which 
focused on the nature of the restaurant industry in Zimbabwe. The discussion in the 
previous chapter included the format of restaurant businesses found in Zimbabwe, 
market structure analysis, an industry analysis using Porter’s five forces and the 
theories that underpin the operations of restaurant businesses in general. The 
restaurant formats discussed in the previous chapter were divided into two broad 
categories, namely, limited-service restaurants and full-service restaurants. The 
industry analysis conducted in the previous chapter revealed that the restaurant 
industry has a monopolist structure as evidenced by low industry concentration, easy 
market entry and exit, as well as product or service differentiation. The household 
production theory was applied to the restaurant industry and revealed that the factors 
potentially affecting demand for restaurant services are income, age, gender, and 
family size. 
This chapter develops from the previous chapter with its major focus being on the 
contemporary issues that affect the restaurant industry in Zimbabwe. The 
contemporary issues affecting the restaurant industry in Zimbabwe are discussed in 
this chapter under the macro business environmental factors namely political, 
economic, socio-cultural, technological, legal and environmental factors (PESTLE) 
influence the industry and its role players. 
3.2 POLITICAL ISSUES 
The political environment relates to the politically motivated issues that can hinder or 
create new business opportunities (Kotler & Keller, 2013:106). The government 
usually intervenes in the economy through various policies (Kotler & Keller, 2013:105). 
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In Zimbabwe the restaurant industry is largely affected by government policies and 
political unrest. 
A government policy is an authoritative declaration of principles or a course of action 
that influence and guide the decisions and procedures for performing activities of 
national interest (Anderson, 2011:6; Vargas-Hernandez, Noruzi & Ali, 2011:287). 
There are three major policy issues that are currently affecting the operations of 
restaurant businesses in Zimbabwe. These policies are the local content policy, the 
indigenisation policy, and the easy-of-doing business policy. 
The local content policy dictates that the bulk of raw materials for the production of 
products and services produced in the country should be sourced locally. The Minister 
of Industry and Commerce has announced at the beginning of 2017 that the local 
content policy has the objective of ensuring that products and services manufactured 
in Zimbabwe use raw materials sourced locally so as to promote the growth of the 
local industry and save foreign currency (Towindo, 2017). This policy, in some 
instances, inadvertently affects the operations of the restaurant industry in Zimbabwe. 
Restaurant businesses like KFC and Chicken Inn had been complaining of the poor 
quality of potatoes and chickens sourced from the local farmers. This has resulted in 
cases where the products and services from some of the restaurants failing to meet 
the expectations of the patrons, particularly, for franchised restaurant businesses that 
have global standards to meet. 
The indigenisation policy is another contemporary issue of political nature that affects 
restaurant industry in Zimbabwe. The indigenisation policy dictates that businesses in 
Zimbabwe should be controlled by the local citizens.  Foreigners are only allowed to 
own up to 49% of large businesses, and are barred from operating small-to-medium 
business in some sectors of the economy like retailing and transport (Government 
Gazette, 2015). This policy has affected the FDI in the restaurant industry. Large 
international restaurant franchisees like McDonald’s which for a long time had the 
intention to invest in Zimbabwe are placing their plans on hold as a result of the 
indigenisation policy. In fact, since the popularisation of the indigenisation policy in 
2016 the country has never received any major investment from large international 
restaurant franchises. 
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The other government policy that impacts on the operations of restaurant businesses 
in Zimbabwe is the easy-of-doing business policy (Government Gazette, 2015). The 
easy-of-doing business policy was adopted by the Zimbabwean government from the 
easy-of-doing business concept by the World Bank (WB). The easy-of-doing business 
policy is defined as a concept that ranks countries in terms of the complexities of their 
regulatory and bureaucratic system, and the duration it takes to have a new business 
approved by the government authorities. The policy eliminates the regulatory, 
transactional, and administrative burden borne by existing and potential businesses in 
Zimbabwe (Mid-year fiscal policy review statement, 2016:188). A high easy-of-doing 
business ranking means that a country has a conducive political environment, since 
the manner in which regulations are enforced is a matter of political will.  
Recently the Zimbabwean government announced its commitment to implement the 
easy-of-doing business policy (National Budget statement for 2017, 2016:133-134). 
The restaurant industry immensely benefited from the easy-of-doing business policy 
on issues like construction permit, property registration, and credit attainment. The 
easy-of-doing business policy resulted in new restaurant businesses and those that 
need to expand have their construction permits approved within 120 days down from 
448 days. Furthermore, the registration of property like land, buildings and vehicles for 
use in the restaurant businesses currently takes 14 days down from 36 days (Herald, 
2016). 
However, most restaurant business operators are finding the current fees and levies 
charged annually by the government and local government authorities to be exorbitant 
and unfavourable for running businesses profitably, a situation that is contrary to the 
espoused easy-of-doing business policy. The 2017 budget statement presented by 
the Minister of Finance to the parliament in December 2016 contains the levies and 
fees shown in Table 3.1. 
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Table 3.1: Levies, fee and charges on restaurant businesses in Zimbabwe  
Licensing authority Requirement Fee 
Registrar of 
Companies 
Company registration 
US$145 
Zimbabwe Tourism 
Authority 
Registration as a designated tourism facility 
Recommendation letter 
US$300 
US$50 
Local Authority & 
Health 
Kitchen, Dining, Washing facilities, Sanitary 
facilities, Food Handlers’ Certificate, Refuse 
Bin Area & Grease Trap 
US$280 
New 
applicant 
US$220 
Renewal 
Zimbabwe Music 
rights Association 
License fee based on restaurant seating 
capacity 
US$100 
Source: National Budget statement for 2017 (2016) 
Table 3.1 reveals the figures representing restaurant changes that are considered too 
high considering the declining economic levels in Zimbabwe. Those charges are 
regarded by most existing restaurant businesses as impacting negatively on the easy-
of-doing business in the restaurant industry in Zimbabwe. 
The other political dimension that is currently impacting the operations of restaurant 
businesses in Zimbabwe, besides government policies, is political unrest. Political 
unrest is defined as widespread protests against the current government (Bernal-
Verdugo, Furceri & Guillaume, 2013:2). Political unrest is rife in Zimbabwe, given that 
the country is left with less than 12 months before the general elections in 2018. 
Recently, there has been a wave of demonstrations in most urban centres in 
Zimbabwe championed by a coalition of opposition political parties. These 
demonstrations have often turned violent and lead to the destruction of both private 
and public property in most CBDs. Restaurant businesses are the most affected by 
these demonstrations since most of the prepared foods in restaurants located in CBDs 
are often looted by the demonstrators. The looting has caused some of the restaurant 
businesses to close down during the periods of demonstrations and this subsequently 
caused some losses in terms of potential revenue.  
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3.3 ECONOMIC ISSUES 
The economic environment in general comprises elements like income levels, rate of 
inflation, exchange rate, and unemployment (Kotler & Keller, 2013:99). In Zimbabwe 
the economic issues which affect the restaurant industry are dominated by the multi-
currency regime and the use of electronic payment systems.  
3.3.1 The effects of multi-currency regime in the restaurant industry in 
Zimbabwe 
The adoption of a multi-currency regime affects restaurant businesses. Multi-currency 
regime is the use of different currencies for transactions (RBZ, 2016b). Zimbabwe 
adopted the multicurrency regime as a result of the demise of the Zimbabwean Dollar 
after a sustained period of poor economic management and unprecedented 
hyperinflation (Sambaza, 2016:1). The Zimbabwean Dollar was unofficially 
demonetised in 2009 and later got officially demonetised in 2014 (RBZ, 2014). The 
currently adopted basket of currencies in the prevailing multi-currency regime include 
the US Dollar, Australian Dollar, British Pound, Euro, Chinese Yuan, Japanese Yen, 
Indian Rupee, South African Rand, and Botswana Pula (RBZ, 2016). The government 
has also added bond notes to the currently adopted currencies, due to the worsening 
liquidity crises (Bvirivindi, 2016).  
The use of the multi-currency system tends to eliminate the risk of exposure to sudden, 
sharp devaluation of currencies since patrons are free to switch from one currency to 
the other with relative ease (Kavila & le Roux, 2016:100-101). However, the use of 
multi-currency system is not without its own unique problems (Buigut, 2015:693) 
especially to the restaurant industry. The use of multiple currencies causes confusion 
and reduces clarity that is vital in conducting market transactions (Buigut, 
2015:693).The major currency issues facing the restaurant industry in Zimbabwe are 
the exchange rate losses and shortage of change for some of the currencies. 
There have been constant switches from one currency to another as a result of one 
currency in the basket of currencies getting devalued or weakened by inflation (Buigut, 
2015:690). The switching of currencies has caused many price adjustments in US 
Dollar terms and rejections of certain currencies at short notice (IMF, 2010:4). For 
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instance, the recent weakening of the SA Rand against the US Dollar has led to the 
outright rejection of the SA Rand currency in most restaurants in Zimbabwe especially 
those that are closer to the South African border.  
The other major problem that is faced by restaurant patrons whose transactions are 
of small value is the lack of small denominations (RBZ, 2016a:6). The lack of small 
denominations means that some of the patrons of restaurant businesses do not get 
their change when they purchase meals. The shortage of small denominations is 
caused by the failure of the monetary authorities to find an anchor country that can 
supply small denominations (Kaseke, 2012:106). This challenge forces patrons to 
purchase additional items that are equivalent to the change that is due to them they 
us larger denominations. 
3.3.2 Electronic payments for restaurant services 
The shortage of bank notes currently being experienced in Zimbabwe has led to the 
flourishing of electronic payment systems for most business transactions. Electronic 
payment is defined as a way of paying for products and services through an electronic 
medium such as the internet or a virtual private network (VPN) (Nzaro & Magidi, 
2014:45; Sumanjeet, 2009:20). There are several forms of electronic payment 
systems operational in Zimbabwe, but the most commonly applicable to the restaurant 
industry are plastic money and mobile money.  
3.3.2.1 The use of plastic money in the restaurant industry in Zimbabwe 
The use of plastic money is another major contemporary economic issue that is 
affecting the restaurant industry. Plastic money is the formal term used to refer to the 
use of bank cards for conducting monetary transactions (Patil, 2014:226; Sumi & 
Sufiullar, 2014:31). Plastic money is used as a substitute for bank notes. The most 
common transactions of plastic money are done through swiping debit cards, credit 
cards and pre-paid cards at point of sale (POS) terminals (Bapat, 2012:138).  
The use of plastic money in Zimbabwe has been driven by the current cash shortages 
that are experienced in the country. The cash shortages crisis led the Reserve Bank 
of Zimbabwe (RBZ) to limit daily cash withdrawals per individual account holders to 
US$ 1 000 (RBZ, 2016a:4). The cash limit was further reduced by banks to US$ 100 
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per day and in some cases US$50. The cash shortages resulted in the RBZ beginning 
to encourage citizens to make use of plastic money (RBZ, 2016a:3). Individual account 
holders are currently being encouraged to approach their respective banks and apply 
for bank cards for use in conducting monetary transactions (RBZ, 2016b). The 
government also encourages various businesses to install POS systems in their 
business so as to smoothly receive payments in the form of plastic money (RBZ, 
2016a:7). Presently, the financial sector in Zimbabwe has 19 000 POS machines 
distributed in various businesses like restaurants in the country to facilitate the use of 
plastic money in the form of debit cards, credit cards and pre-paid cards.  
The press statement released by the RBZ recently has stated that it is illegal for 
restaurant businesses and any other type of businesses to demand payment in the 
form of hard cash for services rendered. The statement informed the public that that 
all businesses in the country must accept payment in the form of plastic money. The 
suppliers to the various businesses for various products and services are also 
compelled to accept payment in the form of plastic money. Furthermore, businesses 
are not allowed to charge a premium for accepting payment in the form of plastic 
money.  
The use of plastic money received empirical support from various studies (Bapat, 
2012:138; Sumi & Sufiullar, 2014:31; Sultana & Hasan, 2016:16). The studies 
involving the benefits of making payments through plastic money are gaining much 
attention from both researchers and practitioners alike (Bapat, 2012:138). Most of the 
studies involving the use of plastic money discovered that the benefits enjoyed by 
patrons in using plastic money include convenience and reduced risk of theft (Sultana 
& Hasan, 2016:16; Sumi & Sufiullar, 2014:31).  
The use of plastic money provides convenience to the patrons (Sumi & Sufiullar, 
2014:31). Plastic money affords patrons the opportunity to use money in their bank 
account any time and in most businesses. This eliminates having to visit an automated 
teller machine (ATM) or a banking hall to withdraw money before making a payment. 
The use of plastic money also reduces the risk of theft that is usually associated with 
carrying bank notes (Sultana & Hasan, 2016:16). This is necessitated by the fact that 
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the use of plastic money eliminates the need to carry huge amounts of money (Kaseke, 
2012:108). The risk of theft is particularly high in restaurant businesses since most 
restaurant premises are frequented by many patrons. 
However, there has been some criticism against the use of plastic money, especially 
credit cards. It is believed that credit cards encourage unplanned spending (Prelec & 
Simester, 2001:5). Patrons with credit cards can purchase products and services 
worth more money than what is in their bank accounts through a credit facility attached 
to their credit cards (Sumi & Sufiullar, 2014:32). A study by Hirschman (1979) revealed 
that credit cards influence patrons to make large purchases in department stores. 
Another study by Feinberg (1986) in the restaurant industry showed that patrons who 
pay using credit cards tend to offer large tips. In a study by Soman (1999), it was also 
revealed that credit card patrons are likely to underestimate or even forget the amount 
of money they have spent on their recent purchases. 
3.3.2.2 The use of mobile money in the restaurant industry in Zimbabwe 
Mobile money is defined as money stored, accessed, and used through mobile phones 
(Kufandarimbwa et al., 2013:93). Generally mobile money platforms enables money 
transfers, bill payments, balance enquiry, and airtime top up (Kufandarimbwa et al., 
2013:93), but in the restaurant industry it is the function of bill payments that is 
common. Table 3.2 shows the types of mobile money products in Zimbabwe. 
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Table 3.2: Mobile money products in Zimbabwe 
Institution Mobile money application 
Econet Wireless Ecocash 
Kingdom Bank Cellcard 
Tetrad eMali 
CABS Textacash 
Interfin Bank Cybercash 
CBZ Bank Mobile banking 
Net One OneWallet 
Telecel Skwama 
FBC Mobile Moola 
Source: Kufandirambwa, Zanamwe, Hapanyengwi and Kabanda (2013:93) 
Table 3.2 shows that there are several mobile money products in Zimbabwe. 
Therefore, patrons of restaurant businesses have a wide choice of mobile money 
products to use for paying their restaurant services bills. Mobile money usage has 
become one of the most preferred modes of payment by patrons because it caters for 
micro payments and it is cheap, convenient and safe to use (Robb & Vilakazi, 
2016:10). 
Payment for restaurant services using mobile money is convenient for most patrons 
(Njaya, 2014:311). The convenience of using mobile money to pay for restaurant 
services is rooted in the fact that almost every adult in Zimbabwe owns a mobile phone 
(Potraz, 2016). In a study by Robb and Vilakazi (2016:16) 65% of the respondents in 
Zimbabwe reported that making payments for products or services using mobile 
money is more convenient than withdrawing money from the bank and then make a 
payment. 
The use of mobile money in paying for restaurant services is cheaper in terms of 
transaction costs (Chanakidza, Mbengo & Nyatasamba, 2015:130). A study by Robb 
and Vilakazi (2016:16) reported that mobile money payments are much cheaper than 
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other traditional payment methods in terms of transactional costs. Econet Wireless, 
which is the largest mobile money services provider, is currently levying no transaction 
costs on all payments conducted by patrons using its mobile money services on every 
Thursday (Econet Press statement, 2017).  
Mobile money usage in paying for restaurant services is deemed to be safer than using 
bank notes particularly for restaurant businesses located in areas associated with high 
human traffic as they are prone to pick pocketing (Njaya, 2014:311). A study by Robb 
and Vilakazi (2016:16) also reported that 36% of Zimbabweans find mobile money 
payment system to be safer than having to use bank notes.  
3.4 SOCIAL ISSUES 
The social environment relates to the beliefs, norms, and values that define patrons’ 
tastes and preferences (Kotler, Keller, Hassan, Baalbaki & Shamma, 2012:70). The 
social environment that affects the restaurant industry in Zimbabwe includes changes 
in demographic trends, lifestyles in terms of health consciousness, and consumer 
ethnocentrism. 
3.4.1 The effects of shifting demographics in the restaurant industry 
The restaurant industry in Zimbabwe is currently being affected by the shift in 
demographics. Demography is defined as the study of human populations with regards 
to gender, age, race, occupation, density, and location (Kotler & Armstrong, 2013:94). 
The shifts in the Zimbabwean demographics that affect the operations of restaurant 
businesses comprise aspects of population growth, dual employment, lean family 
sizes, and informal employment. 
There is a sustained population growth in Zimbabwe. The population growth in urban 
areas through high birth rates and rural to urban migration sustains demand for 
restaurant services in Zimbabwe. This is especially valid for fast-food restaurants 
where population growth leads to higher levels of demand (Stewart et al., 2004:2). 
Population in Zimbabwe has grown by 5% from 11% in 1980 to 16% in 2016 leading 
to the current population size of 13 million residents (Zimbabwe National Statistics 
Agency, 2016:13). The current birth rate in Zimbabwe is at 4.3% or 47 births per 1 000 
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people which is quite significant for the future demand for restaurant services and 
igniting expansion programmes. The Zimbabwe National Statistics Agency (2016) 
reported that the in-migration rate for Zimbabwe is presently at 49.2% while the out-
migration rate is 38.6% leading to a net migration rate of 21% which is another positive 
development for the restaurant industry if efforts are made to turn that increase in 
population into an increase in demand. 
Dual employment is another shift in demographics that is affecting the restaurant 
industry in Zimbabwe. The gradual increase in dual working families, as a result of 
women joining the formal labour-force market, imposes time constraints on women 
who generally carry the burdens of preparing food for the whole family (Stewart et al., 
2004:3). In Zimbabwean culture women are responsible as household managers. 
However, when they join the formal labour-force market they participate in what is 
called dual employment which leads to the emergence of FAFH (Jekanowski et al., 
2001). In Zimbabwe the ratio of employment to population for women stands at 50.3 
% up from 20% two decades ago (Zimbabwe National Statistics Agency, 2016). This 
has resulted in women having little time for meal preparation (Andaleeb & Conway, 
2006:3), as they are gradually relinquishing their traditional duties of being mere 
housewives (Chikwanha & Ncube, 2014:407). The diminishing time for meal 
preparation at home, as a result of women spending most of their time in formal 
employment has resulted in the rising demand for restaurant services. The more the 
women join the labour-force the more there is a general increase in demand for fast-
foods (Hamrick & Okrent, 2014:3).   
The other demographic trend affecting the restaurant industry in Zimbabwe is that of 
having lean family sizes. A lean family is defined as a family with very few members. 
Presently, the average number of people in a household in Zimbabwe is 4.2, down 
from 4.4 a decade ago (Zimbabwe National Statistics Agency, 2016:12). When family 
sizes are small, family members tend to dine out. However, as the family size 
increases the incidences of dining out reduce, since it becomes uneconomical. 
Stewart et al., (2004:3) observed that smaller households are likely to incur higher time 
and monetary costs per person for eating at home than larger households. This 
suggests that as family sizes get lean the demand for restaurant services is likely going 
to increase. 
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There is also an increase in the number of people joining the informal employment 
sector. The informal employment sector refers to the unregulated entrepreneurial 
activities by formally unemployed people (Njaya, 2015:98). The increase in numbers 
of people joining the informal employment sector in Zimbabwe is also favourably 
affecting the restaurant industry in terms of spurring demand. Most residents in 
Zimbabwe’s involvement in informal businesses tend to make them work for long 
hours, in a situation that is termed ‘overworking’. Working for more than 48 hours per 
week is regarded as overworking by the International labour Organisation (ILO). 
Statistics shows that about 30% of the working people in Zimbabwe is either 
overworked or overworking (Zimbabwe National Statistics Agency, 2014). This leaves 
most Zimbabwean citizens with little time to prepare their own food and, as a result, 
they rely on restaurant services. 
3.4.2 The effects of health consciousness on the restaurant industry 
The restaurant industry in Zimbabwe is also being affected by health consciousness 
among patrons. Heath consciousness relates to how patrons seek and respond to 
information related to health issues (Botchway, Wiafe-Akenteng & Atefoe, 2014:23; 
Lee-Chang, Rahman, Rahman, Aris, Kok-Siew & Rani, 2014:4537). The health 
concerns for food served in restaurants emanate from issues such as high calorie 
food, genetically modified (GM) foods, and food additives which are believed to be the 
causes of many diseases recorded by health authorities (Dicks, 2007:42). 
Most government agencies and non-governmental agencies such as the World Health 
Organisation (WHO) are presently advocating for the avoidance of high calorie foods. 
High calorie food has too much fat and sugar while having little or no minerals, 
proteins, or vitamins (Abdulmumeen, Risikat & Sururah, 2012:37; Dicks, 2007:42). The 
major thrust for encouraging the avoidance of high calorie food include the need for 
prevention of innumerable high calorie food induced diseases (Freeman, 2007:2225). 
It is believed that high calorie food commonly served in fast-food restaurants causes 
digestive problems, heart diseases, diabetes, cancer, skin problems, and obesity 
(Jameson, 2011; Payne, Hahn & Lucas, 2011:320) because it contains high levels of 
salt, sugar and cholesterol (Raine, 2005:S9; Nestle, Wing, Birch, DiSogra, 
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Drewnowski, Arbor, Middleton, Sigman-Grant, Sobal, Winston & Economos, 
1998:S53). 
The other type of food served in restaurant businesses that is causing some health 
scares are GM foods which is food that is developed from genetic engineering or 
biotechnology (Arya, 2015:2; Bender, 2006:220).  The preparation of food items of GM 
origin is necessitated by low cost of acquisition. The genetic modification process in 
both plants and animals involves the transfer of genes from organisms of various 
species especially those that produce desired outcomes in a controlled environment 
(Bakshi, 2003:212). GM foods are heavily criticised for being unsafe for human 
consumption and for the environment.  This perception is also prevalent in the 
Zimbabwean community (Gogo, 2014). Generally, GM foods are perceived to be 
unsafe for human consumption for both health and ethical reasons, regardless of the 
absence of conclusive studies that proves them to be harmful (Arya, 2015:6). GM 
foods are widely suspected to be the primary cause of chronic diseases like cancer, 
food allergy, increases in body toxins, resistance to anti-biotics and malnutrition 
(Bakshi, 2003:213). 
Food additives have become another contemporary concern that affects health in 
restaurant services. Food additives are defined as ingredients added to food in order 
to increase the shelf life of food or reduce the levels of rancidity that affects the 
freshness of food (Tarnavolgyi, 2003:196). Zimbabwe, just like most of the third world 
countries, does not have any policy regarding the use of food additives. Therefore, 
since food ingredients have to be preserved while in storage, and prepared meals 
have to be preserved while waiting for demand, most restaurant patrons encounter a 
variety of food additives when they consume restaurant meals (Wood, Foster, Damant 
& Key, 2004:9). However, with more public awareness campaigns against food 
additives taking place, there are high chances that with time, demand for restaurant 
services may be dented. People would prefer to cook their own food at home where 
they can have some guarantee that their food is safe from corrosive additives. 
3.4.3 The effects of consumer ethnocentrism on the restaurant industry 
The prevalence of health challenges usually blamed on foods prepared with foreign 
sourced ingredients has led to the emergence of the notion of consumer 
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ethnocentrism. Consumer ethnocentrism is another contemporary issue that affects 
the restaurant industry in Zimbabwe. Consumer ethnocentrism is defined as the beliefs 
held by patrons about the appropriateness and morality of purchasing and consuming 
foreign made products at the expense of locally manufactured products (Shimp & 
Sharma, 1987:280). 
There is currently a high preference for locally manufactured products and services in 
Zimbabwe. Extant marketing literature on ethnocentrism has shown that patrons 
develop stereotypes about people from other nations, products and services (Moon & 
Jain, 2002:121). Consumer ethnocentrism is intended to demonstrate how the 
purchase of foreign-made products or services can hurt the local economy, cause 
unemployment and reveal deep seated forms of being unpatriotic (Shimp, 1984:285). 
The major thrust for being consumer ethnocentric, as pointed out above, is to show 
patriotism (Supphellen & Gronhaug, 2003:208). Consumer ethnocentrism in the 
restaurant industry in Zimbabwe is driven by the distrust for menus prepared with 
imported agricultural supplies. The distrust stems from the fact that the media is awash 
with stories of GM foods and high calorie food coming from developed nations via 
neighbouring countries. The exportation of these inorganic foods is viewed as a subtle 
form of dumping (Reimer & Stiegert, 2006:14-15). The need to allay those fears has 
resulted in most restaurant businesses placing adverts which reinforce that their 
menus are prepared from locally sourced ingredients like maize meal, sorghum, and 
millet.  
Previous studies had shown that patrons use country-of-origin information for 
evaluating product or service quality and these country-of-origin stereotypes are 
prevalent in promotional strategies (Moon & Jain, 2002:120). Recently, KFC 
restaurants have reported that they source their chickens from local suppliers while at 
the same time putting up modalities to acquire potatoes from the local suppliers 
(Mtomba, 2014). The use of locally made ingredients is also a positioning strategy for 
promoting health consciousness. However, the current phobia of ethnocentrism is high 
only among the affluent patrons who patronise full-service restaurants while the middle 
class and the young find pleasure in patronising foreign brands as a sign of 
enlightenment and sophistication. 
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3.5 TECHNOLOGICAL ISSUES 
Another contemporary issue that is presently affecting the restaurant industry in 
Zimbabwe is the advancement of technology. Technology is defined as a body of 
knowledge applied in the manufacturing of products and services (Hill & Jones, 
2009:229). The technological applications currently adopted by most restaurants in 
Zimbabwe are the online table reservation and ordering systems (OTROS), the point 
of sale (POS) systems, the table management systems (TMS), the kitchen display 
systems (KDS), the self-service technology (SST), and social media (SM). 
The first type of technology with patron interface for restaurant industry business is the 
OTROS. The OTROS make use of a website to get in touch with patrons (Pantelidis, 
2010a:484). Currently, the most common websites are those of national and 
international restaurant brands like KFC, Chicken Inn, Chicken Slice and Wimpy.  
Pantelidis (2010a:484) pointed out that these websites contribute to patronage 
convenience and positive service encounter experiences. The interactive nature of 
most websites makes it easier for patrons to navigate through a restaurant website to 
enjoy the convergence of audio, video, and text in providing menu information (Yang, 
2013:3-4).  Kimes (2011:6) noted that the benefits of an online ordering system are 
ease-of-use, precision in completing a transaction, and speed in service delivery. 
However, the drawback of online ordering system has been identified as increased 
costs, commoditisation of restaurant products and services, reduced service quality, 
overloaded systems due to many orders, and reduced human interaction (Kimes, 
2011:7). 
The OTROS can also be supplemented by the use of handheld ordering devices in 
restaurants. This system relays the order from the patron or waiter to the kitchen. 
Handheld ordering devices like tablets reduce lead time and in the process improve 
service delivery quality (Brennan & Alvarez, 2014:4). The OTROS has a 
communication system that alerts patrons on the availability of their reserved tables 
and the readiness of their ordered meals. This system uses the paging system.  
The paging system is defined as an electronic system that alerts patrons and 
restaurant employees of the other party’s readiness for an engagement (Kimes, 
2008:304). The paging system vibrates or lights up when the table or meal is ready. 
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The system serves to alert either the restaurant employees of the patrons’ desire to 
place orders or the patron of the readiness of his or her order (Kimes, 2008:304). The 
paging system has been adopted by most fast food outlets in major cities like Chicken 
Inn and Pizza Inn, and fast-food businesses located along major highways, like 
Chicken Slice.  
The other popular application system presently being sought after by the restaurant 
industry in Zimbabwe is the POS system.  The POS system has been adopted by most 
formal restaurant businesses in Zimbabwe. The POS system is defined as a 
computerised cash register used by businesses (Plomp, Rijn & Batenburg, 2012:257). 
Although, the POS system appeared in the market during the early 1980s (Ansel & 
Dyer, 1999:75), it gained widespread acceptance in Zimbabwe in 2016. Ansel and 
Dyer (1999:76) assert that POS systems are at the heart of restaurant information 
technology. POS systems brought many benefits to most businesses, in general and 
the restaurant industry, in particular. Modern POS systems have input devices such 
as barcode scanners that relieve cashiers from having to memorise prices for each 
product or service (Ansel & Dyer, 1999:75). POS systems allow managers to update, 
change, and track sales data from the terminal in their offices (Kimes, 2008:301). 
Reconciliation of volumes sold and sales revenue attained can easily be done through 
the use of a POS system. Moreover, POS systems can track menu availability 
(Koutroumanis, 2011:77). This ensures that patrons place orders for food that is 
actually available. In addition, as has been discussed in the previous section, POS 
systems enable patrons to make payments using plastic money (Bapat, 2012:18). 
Another application system currently being adopted by most restaurant businesses in 
Zimbabwe is the TMS. TMSs are being developed as “plug-in” components to the POS 
system (Ansel & Dyer, 1999:76). The TMS assist restaurant management with floor-
plan and reservation management, patron paging, and the generation of patronage 
statistics (Kimes, 2008:303). This information system also helps wait staff to identify 
reserved and unreserved tables, and to track reserved and walk-in patrons (Noone & 
Coulter, 2012:122). Restaurant businesses like Chicken Inn and Chicken Slice have 
adopted the TMS application system. 
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The majority of upmarket restaurants in Zimbabwe like Nandos and KFC are also 
installing KDS. KDSs assist restaurant personnel in the kitchen to manage orders 
through tracking table status, table turns, and improving order timeliness 
(Koutroumanis, 2011:77). The use of this application results in reduced production 
time, and increased meal volumes (Kimes, 2008:304). This application system is 
common among fast-food restaurants where the display of the available meals is of 
crucial importance. 
SSTs are some of the technological developments that restaurants in Zimbabwe are 
acquiring. SST is the application of modern inventions to improve efficiency in 
customer service through empowering the patrons to be in control of the proceedings 
of service delivery (Lovelock & Wirtz, 2011:302). Some of the SSTs that restaurant 
businesses are installing as part of modernising their restaurant operations are the 
automatic drink dispensers. These dispensers help in reducing labour costs and 
improving the overall image of the restaurant. The other SSTs also include self-service 
ice-cream machines which are common with pop-up restaurants and self-service salad 
tables in full-service restaurant businesses. 
Social media is another technological development that the restaurant industry in 
Zimbabwe has embraced. The emergence of online social media like WhatsApp, 
Facebook, and Twitter about a decade ago came as a positive development to the 
corporate world (Yang, 2013:1), in general and the restaurant industry, in particular 
(Koutroumanis, 2011:74). Restaurants in Zimbabwe such as Chicken Inn and Chicken 
Slice are beginning to use social media to create awareness of their products and 
services as well as reinforce brand equity. Social networks are also used among 
patrons to share information about restaurant location, prices, photos of menus, and 
their dining experiences (Kang & Namkung, 2015:6). 
However, the application of technology like information systems in the restaurant 
businesses needs to be managed well as they may spark a chain of negative publicity. 
A classic example is that of Casa Flamenco, an Australian restaurant with a Spanish 
theme. In the Casa Flamenco case, Ms Lorraine Pacey, a patron, gave the restaurant 
management some constructive criticism through an online platform after a dining 
experience. However, the restaurant management responded to her constructive 
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criticism with extreme vitriol as follows; “Dear Lorraine, you are an idiot we don’t need 
your feedback” (Pantelidis, 2010b:2). She later forwarded that response to all her 
online contacts, and that message went viral. The end result was the closure of that 
restaurant. 
The adoption of technology by most restaurant businesses in Zimbabwe (technological 
systems including OTROS, POS, TMS, KDS, SST, SM, and SST), despite negatives 
discussed above, can benefit restaurant businesses in terms of speed of service, 
increased control, reduced processing costs, improved service quality, and improved 
convenience (Kimes, 2008:299-301). 
3.6 LEGAL ISSUES 
Legislation also affects the restaurant industry amongst other contemporary issues 
identified in this study. Legal issues refer to the regulations and laws which govern the 
business operations in a given economy. In Zimbabwe the laws that affect businesses 
are Acts of parliament, statutory instruments enacted by the responsible ministers, and 
by-laws passed by the local governments (Hlatshwayo, 1992:6-9). The most recent 
laws that affect the operations of restaurant businesses in Zimbabwe are the Statutory 
Instrument Number of 64 of 2016 (SI64/2016), Customs and excise (Suspension) 
(Amendment) Regulations, 2016 (Number 144), the Food and Food Standards 
(Inspection and Certification) Regulations of 2015, and the Nyamande & Anor vs Zuva 
Petroleum (Pvt) Ltd (1) S-43-15. 
SI64/2016 was gazetted into law by the Minister of Industry and Commerce on the 17th 
of June 2016 in terms of the Control of Goods Act. The SI64/2016 banned the 
importation of most of the products that are part of the restaurant industry supply chain. 
These include, but are not limited to salad creams, powdered milk, bottled water, 
baked beans, canned fruits, cereals, cheese, vegetables, cooing oil, meal-mealie, 
peanut butter, and ice creams (SI64/2016). The reason that was given for banning 
these products was to protect the local infant industries. The ban has invariably 
increased the cost structures of most restaurant businesses. The cost of production 
increased on the basis that locally manufactured food items are more costly than 
imported food items and their supply is usually unreliable (Murangwa & Njaya, 
2016:48-49). The ban also reduced the viability of some of the restaurant businesses 
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especially those that relied on menus prepared from mostly imported ingredients. The 
full-service restaurant segment was affected most, since it uses wide and varied 
ingredients in its menu options that are in most cases not locally available. 
The other legislation that was passed into law in 2016 was the Customs and excise 
(Suspension) (Amendment) Regulations, 2016 (Number 144). That statutory 
instrument suspended duty semi-knocked down refrigerators and freezers. The impact 
of that move was the reduction in capital expenditure for those restaurant businesses 
that intend to acquire refrigerators and freezers for the storage and preservation of 
their perishable restaurant supplies such as meat, vegetables and fruits. 
The Food and Food Standards (Inspection and Certification) Regulations of 2015 
(SI5/2015) which was passed at the end of the year 2015 also influenced Zimbabwean 
restaurants. It deals with the process of issuing a sanitary licence for restaurant 
businesses. The process of issuing out a sanitary certificate is preceded by 
assessments from the health departments of relevant local authorities as guided by 
Food and Food Standards (Inspection and Certification) Regulations of 2015. The 
Health officer inspects the sanitary conditions of a restaurant business and then issues 
a sanitary certificate which is renewable annually after further assessments. The 
SI5/2015 identified as the Food and Food Standards (Inspection and Certification) 
Regulations of 2015 listed a host of general requirements for food premises suitable 
for a restaurant business, the equipment to be used and employees to be recruited. 
These requirements raise the cost of running restaurant businesses. 
Another recent legislation that has an effect on service delivery in the restaurant 
industry is the high court judgment on the case of Nyamande & Anor vs Zuva 
Petroleum (Pvt) Ltd (1) S-43-15 The ruling which became a judiciary precedence was 
that employers have a common law right to terminate employment contracts for their 
employees through giving a three month notice in the same manner that employees 
can give three months’ notice when they want to resign (Zimbabwe legal information 
institute, 2016). This high court judgement led to a floodgate of employee dismissals 
whenever employers felt it convenient. This led to employment uncertainty amongst 
most employees, resulting in a reduction of morale and motivation. This reduced 
employee performance and productivity subsequently affected service delivery. 
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Research has shown that there is a correlation between the levels of employee 
satisfaction and consumer satisfaction (Yee et al., 2008:654). 
3.7 ENVIRONMENTAL ISSUES 
Environmental issues involve the weather, the climate and the raw materials that are 
needed as inputs necessary for the operations of businesses in a given industry (Kotler 
& Armstrong, 2013:102). The environmental issues that affect the restaurant industry 
in Zimbabwe are made up of the climatic conditions that currently prevail in the country. 
The civil protection unit (CPU) reported that in the current year 2017, Zimbabwe 
received excessive rains whose effects are in sharp contrast with the previous years 
when the country was experiencing severe drought conditions (CPU, 2017). Excessive 
rains which fell in 2017 positively affected the restaurant industry in terms of water 
supply, and agricultural produce supplies that serve as raw materials. 
Water supply refers to the water used in restaurant businesses for cooking, drinking, 
cleaning, steaming tables, washing dishes, and for use in the rest rooms (Gossling, 
Peeters, Hall, Ceran, Dubois, Lehmann & Scott, 2012:4). Most of the water used by 
restaurant business is supplied by relevant municipalities after having been sourced 
from dams and rivers across the country (Zinwa, 2017). The Zimbabwe national water 
authority (Zinwa) has recently reported that the current heavy rains have left almost 
all the dams and rivers in the country overflowing (Zinwa, 2017). Table 3.1 shows the 
water levels of major dams in Zimbabwe which are the sources of water for most 
restaurant businesses. 
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Table 3.3: Dam Levels as at 11/04/2017 
DAM NAME 
FULL SUPPLY 
CAPACITY 
CURRENT 
CAPACITY 
% 
FULL 
DAILY 
TREND 
 (millions of cubic 
metres) 
(millions of cubic 
metres) 
  
Kariba 64800.00 27569.5 42.5 
 
Tokwe Mukorsi 1802.60 1253.00 69.5 
 
Mutirikwi 1378.08 502.996 36.5 
 
Manyame 480.23 481.04 100.2 
 
Osborne 401.64 292.782 72.9 
 
Mazvikadei 343.815 347.345 101.0 
 
Manyuchi 309.06 312.045 101.0 
 
Manjirenji 274.17 273.369 99.7 
 
Sebakwe 265.733 265.966 100.1 
 
Chivero 247.18 249.307 100.9 
 
Insiza 173.49 179.34 103.4 
 
Zhovhe 130.46 130.908 100.3 
 
Siya 105.45 107.008 101.5 
 
Inyankuni 74.52 64.021 85.9 
 
Mtshabezi 51.99 52.109 100.2 
 
Upper Ncema 43.57 43.52 99.9 
 
Mzingwane 42.17 41.749 99.1 
 
Mazowe 39.35 39.607 100.6 
 
Bubi-Lupane 39.09 38.524 98.6 
 
Silalabuhwa 23.22 23.26 100.2 
 
Lower Ncema 14.87 14.816 99.6 
 
Harava 9.02 9.02 100.0 
 
Upper Insiza 7.81 7.797 99.7 
 
Seke 3.38 2.76 81.8 
 
Source: Zinwa website. 
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Table 3.1 shows that almost all the dams in the country except for the three largest 
dams are 100 % full. This ensures uninterrupted water supply to most of the restaurant 
businesses in the country. 
The restaurant industry also relies on the availability of agricultural produce such as 
cereals, vegetables, legumes, meat and milk as ingredients for the preparation of their 
meals. The supply of these raw materials has greatly improved as a result of the 
excessive rains the country has received during 2017 agricultural season. A projection 
made by the ministry of agriculture for 2017 indicated that the country is likely to 
harvest over 2.7 million tonnes of cereals, 734 thousand tonnes of high nutrition crops 
such as butternuts, beans, peas, and groundnuts, and 100 million litres of milk which 
are enough to meet the demand in the restaurant industry (Bwititi, 2017:1). 
3.8 SUMMARY 
This chapter discussed some of the notable contemporary issues that affect the 
restaurant industry in Zimbabwe. These issues affect all the functional areas in 
restaurant businesses. For instance, the issues such as the use of multi-currency 
affect finance decisions; consumer ethnocentrism and shifting patron demographics 
affect marketing decisions, while the ban of some supplies previously sourced from 
abroad has affect production decisions in the restaurant industry. 
The next chapter (Chapter four) will develop from this chapter by discussing the nature 
of service encounter experiences in the restaurant industry. Some of the service 
encounter experiences are affected by the contemporary issues discussed in this 
chapter. The next chapter, building on the foundation laid in this chapter, will further 
elaborate on the antecedents of the service encounter experiences of the patrons in 
the restaurant industry. The discussion on the service encounter experiences will be 
theoretically grounded on the social exchange theory, impression management 
theory, disconfirmation theory and the servuction theory. Some of the antecedents of 
patrons’ service encounter experiences in the restaurant industry to be discussed in 
the next chapter are service contact levels, ambience factors, service delivery quality, 
and the typology of patrons. 
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CHAPTER FOUR 
THE ANTECEDENTS OF SERVICE ENCOUNTER EXPERIENCES 
4.1 INTRODUCTION 
The previous chapter (Chapter Three) looked at the contemporary issues affecting the 
restaurant industry in Zimbabwe. The issues were analysed using the PESTLE 
framework. Some of the issues affecting the restaurant in Zimbabwe that were 
identified in the previous chapter are the patrons’ general preferences for healthy diets, 
the use of plastic money, consumer ethnocentrism, and the application of technology 
in restaurant business operations. This chapter advances the analysis of the 
restaurant industry by explaining the nature of patrons’ restaurant service encounter 
experiences.  
This chapter examines service encounter experiences as a construct, the theories that 
underlie service encounter experiences, and the antecedents of service encounter 
experiences. Service encounter experiences are described in this chapter as both 
emotional and cognitive evaluative responses. The theories that underlie the concepts 
of service encounter experience that are discussed in this chapter are the following: 
social exchange theory (Blau, 1964), the impression management theory (Goffman, 
1959), the disconfirmation theory (Oliver, 1980) and the servuction theory (Eiglier & 
Langeard, 1977). The antecedents of service encounter experiences identified in this 
chapter are service contact levels, ambience factors, service delivery quality, and the 
typology of patrons. 
4.2 THE SERVICE ENCOUNTER EXPERIENCES CONCEPT 
The framework of service encounter experiences is increasingly used in describing 
what businesses offer to their patrons. The service encounter experiences concept is 
one of the more recent and key constructs in the services marketing discipline (Ismail, 
Melewar, Lim & Woodside, 2011:205; Schmitt, 2011:55). It is also referred to as 
customer experience (Cook et al., 2002:159; Tseng, Qinhai & Su, 1999:51), 
consumption experience (Petzer & Mackay, 2014:2; Arnould, Reynolds, Ponder & 
Lueg, 2005:341; Wong, 2004:368) or dining experience in the restaurant industry 
context (Hwang & Hyun, 2012:661; Ariffin et al., 2011:35; Wall & Berry, 2007:60; Sulek 
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& Hensley, 2004:236). Therefore, the terms service encounter experiences, 
consumption experiences and dining experiences are used interchangeably in this 
study.  
Service encounter experiences have also been studied in different contexts: peak 
experiences (Dodson, 1996), extraordinary experiences (Arnould & Price, 1993), flow 
experiences (Csikszentmihalyi, 1990), special experiences (Farber & Hall, 2007), and 
memorable experiences (Pine & Gilmore, 1999). 
Most services and products in the modern day economy have become homogeneous. 
As a result businesses are currently resorting to the use of service encounter 
experiences as a competitive tool to differentiate and fight competition (Petermans, 
Janssens & Cleempoel, 2013:1). Unlike the traditional transaction- oriented marketing 
that tended to attract patrons through the functional value of a service, modern trends 
meet patrons’ needs and wants through staging pleasant service encounter 
experiences (Hwang & Hyun, 2012:659). However, in practice, the concept of service 
encounter experiences is characterised by the absence of unified terminology, 
management tools, theoretical models and widely accepted methods (Zatori, 
2013:20). 
4.2.1 Service encounter experiences conceptualisation 
There is a distinct lack of a consensus on the definition of service encounter 
experiences in the extant marketing literature (Ismail et al., 2011:206). In fact, there 
are multiple definitions of the service encounter experiences construct in literature 
(Lemon & Verhoef, 2016:70; Petermans et al., 2013:1). Some of the notable definitions 
of the service encounter experiences construct are presented in Table 4.1. 
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Table 4.1: Definitions of service encounter experiences 
Author(s) Year Definitions 
Otengei, Changha, 
Kasakende and Ntayi 
2014:82 An experience is a situation where the 
customer has a sensation or knowledge 
acquisition resulting from some of level of 
interaction with different elements of a context 
created by a service provider. 
Hwang and Hyun 2012:659 The process of progressively becoming more 
familiar with a product or service. 
Ismail et al.  2011:212 Emotions provoked, sensations felt, knowledge 
gained and skills acquired through active 
involvement with the firm pre-, during, and 
post-consumption. 
Brakus, Schmitt, and 
Zarantonello 
2009:53 Sensations, feelings, cognitions, and 
behavioural responses evoked by brand 
related stimuli. 
Hoch 2002:488 The act of living through and observing the 
events 
Otto and Richie  1996:166 Subjective mental state felt by participants 
during a service encounter 
Source: Researcher’s own construction 
Numerous definitions of the service encounter experiences construct presented in 
Table 4.1 reveal that service encounter experiences are staged (Pine & Gilmore, 
1999:4), co-created by the patrons themselves (Ismail et al., 2011:207), memorable 
(Pine & Gilmore, 1998:3), subjective (Hwang & Hyun, 2012:659), context specific 
(Petermans et al., 2013:4), and induced by various service environmental dimensions 
(Hwang & Hyun, 2012:660). 
Service encounter experiences are staged by businesses through designing the flow 
of activities and the physical elements that the patrons interact with during the service 
encounter (Pine & Gilmore, 1999:4). The staging of service encounter experiences 
involves selecting a particular theme or narrative that appeals to the patrons 
(Petermans et al., 2013:4). Restaurant businesses also stage service encounter 
experiences for their patrons through designing the elements that make up a 
restaurant’s ambience factors, namely music, light, temperature and smell. A detailed 
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analysis of how ambience factors are staged to generate memorable experiences for 
patrons is discussed in section 4.4.2. 
Service encounter experiences are also co-created by the restaurant patrons. Patrons 
are not passive recipients of the services, but they actively participate in the creation 
of their experiences (Ismail et al., 2011:207). In the restaurant industry patrons co-
create their experiences through explaining their service needs to the wait staff. They 
further co-create their service experiences through choosing their dining companions. 
Memorability is another aspect of service encounter experiences. Service encounter 
experiences usually generate enduring memories in patrons’ minds (Pine & Gilmore, 
1998:3). The memorability aspect of service encounter experiences impacts on loyalty 
dimensions: patronage loyalty, patronage retention and re-patronage intention 
(Brakus et al., 2009:53). Thus, the memorability aspect of service encounter 
experiences is responsible for enabling patrons to embark on patronage retention, 
repeat patronage, and patronage loyalty (Ali & Omar, 2014:177). 
Service encounter experiences are also subjective (Hwang & Hyun, 2012:659). The 
subjective element of service encounter experiences implies that experiences 
generated from the same or similar service encounters are perceived differently by 
various patrons (Hwang & Hyun, 2012:659). The subjective element of service 
encounter experiences is one of the challenges faced by restaurant business 
managers. They tend to strive to find a common ground o the experiences that can 
appeal to abroad spectrum of patrons through reducing the subjectivity associated 
with service encounter experiences. 
Service encounter experiences are also context specific. The specificity of the context 
emanates from the fact that businesses cannot absolutely control the occurrences of 
service encounter experiences (Petermans et al., 2013:4). Thus, the pleasantness of 
the service encounter experiences is interpreted by the patrons in terms of the context 
in which the service encounter takes place. 
The definitions of the service encounter experiences concept in Table 4.1 also 
revealed that the service encounter experiences concept is characterised by several 
dimensions in the extant marketing literature. In fact, there is no consensus on the 
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actual number and nature of the dimensions of the service encounter experiences 
construct. However, the dimensions of the service encounter experiences concept 
distilled in Table 4.1relate to the cognitive, affective, physiological, sensory, and social 
dimensions (Lemon & Verhoef, 2016:70; Schmit, 1999:25).  
The sensory dimensions of the service encounter experiences include the sensations 
of sight, touch, hearing, feeling, and smell. All these sensory receptors are particularly 
useful in the restaurant industry. The emotional dimension of the service encounter 
experience concept involves moods, feelings, and emotions that are triggered by the 
stimuli surrounding the restaurant environment (Bagozzi, Gopinath & Nyer, 1999:184). 
The cognitive dimension of service encounter experiences relate to thinking, problem 
solving, and the mental processes involved in a service encounter. 
In the restaurant industry patrons’ experiences are not generated from simply eating 
food alone, but from all events and activities that takes place during the entire service 
encounter (Mhlanga, Hattingh & Moolman, 2015:143; Ariffin et al., 2011:35). The 
service encounter experiences for restaurant patrons are limited to the period between 
the times patrons enter the restaurant premises to the time they depart from the 
premises of the restaurant business (Mhlanga et al., 2015:144). 
The creation of superior service encounter experiences is one of the most central 
objectives in modern day business management initiatives (Verhoef, Lemon, 
Parasuraman, Roggeveen, Tsiros & Schlesinger, 2009:31). Whilst service encounter 
experiences literature is widely available in marketing textbooks and practitioner-
oriented journals (Berry, Carbone & Haeckel, 2002; Meyer & Schwager, 2007; Shaw 
& Ivens, 2005), its availability in academic journals is critically limited (Verhoef et al., 
2009:31). This has led to the unavailability of widely agreed upon theories that underlie 
the antecedents and outcomes of patronage service encounter experiences (Verhoef 
et al., 2009:31). 
Previous research has not systematically considered service encounter experiences 
as a separate construct, but rather as part of either service quality or customer 
satisfaction (Verhoef et al., 2009:31). However, both service quality and customer 
satisfaction are logically the outcomes of patrons’ service encounter experiences.  
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Service encounter experiences can be delineated into emotional experiences, 
cognitive experiences and physiological experiences (Verhoef et al., 2009:32; Arnould 
et al., 2005:341; Yuskel & Yuskel, 2002:54; Edvardsson, Enquist & Johnston, 
2005:151). It therefore follows that service encounter experience as a construct is the 
sum of all the emotional, cognitive, and physiological interactions between human 
beings and both animate and inanimate objects in a service environment. 
Emotional service encounter experiences include the excitement one feels as a result 
of a service encounter (Arora & Singer, 2006:52). In a restaurant consumption 
experience, patrons may be exposed to ambience factors that stimulate certain 
emotions. For instance, music as part of the restaurant ambience factors may 
stimulate various emotional experiences. In most service encounter experiences, 
experiential emotions constitute the main portion of the patronage outcomes (Martin, 
O’Neill, Hubbard & Palmer, 2008:225). 
Cognitive service encounter experiences are an outcome of individual patrons’ thought 
processes (Hoffman et al., 2009:276). Cognitive service encounter experiences in the 
restaurant industry relate to the passion for quality food, quality service, a convenient 
location, appropriate prices and the perceived waiting time (Arora & Singer, 2006:52). 
Cognitive experiences are likely to result in service quality evaluations of the service 
encounter experience (Hoffman et al., 2009:277). Patrons also rank the quality of 
services in various restaurants in an industry based on their cognitive service 
encounter experiences. Moreover, re-patronage intentions are generated from the 
patrons’ cognitive service encounter experiences. 
Physiological service encounter experiences emanate from the physical stimulation 
on the patrons’ physical bodies. Physiological service encounter experiences usually 
take the form of physical pleasure or discomfort (Hoffman et al, 2009:277). The 
restaurants ambience factors may have a bearing on the patrons’ physiological service 
encounter experiences. For instance, the intensity of light in a restaurant may cause 
a physical pain on the eyes of the patrons. Similarly, the nature of seating 
arrangements and comfort of the restaurant chairs may also cause comfort or pain to 
the patrons (Sulek & Hensley, 2004:237; Wall & Berry, 2007:62). 
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Service encounter experiences are a result of exposure to specific stimuli (Arora & 
Singer, 2006: 53). There is a general consensus that service encounter experiences 
are the outcomes of patrons’ exposure to marketing stimuli such as service 
employees, products and systems that generate services or the business’ physical 
environment (Gentile, Spiller & Noci, 2007:397; Meyer & Schwager, 2007:118). In the 
retail environment Verhoef et al. (2009:33) identified the social environment, retail 
environment, price, service interface and promotions as key antecedents of service 
encounter experiences. This therefore affirms that there are many stimuli that elicit 
service encounter experiences. However, this study is limited to patronage contact 
levels, ambience factors, service delivery quality, and typology of patrons as a set of 
stimuli that generates much service encounter experiences in restaurant businesses. 
4.2.2 The origins of the service encounter experiences concept 
The origins of service encounter experiences as a construct are found in the works of 
Pine and Gilmore (1999) on experience economy. Pine and Gilmore (1999) identified 
four stages through which most economies pass. These stages, in their successive 
order, are the extraction of commodities, manufacturing of products, delivery of 
services, and staging of experiences. Experiences are either commodities that are 
purchased frequently such as travelling to work every day or specialities such as dining 
in an up-market restaurant (Buttle, 2009:168). Businesses design service encounter 
experiences in order to evoke a positive engagement that is expressed through the 
sense of delight, integrity, confidence, or passion (Buttle, 2009:171). This is achieved 
through carefully designing what happens at patrons’ touch points. Figure 4.1 shows 
the progression of economic value that culminates in service encounter experiences. 
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Figure 4.1: The progression of economic value 
 
Source: Pine and Gilmore (2017:61) 
 
The service encounter experiences concept came into being as a result of previous 
economic developments in the production of products and services. As demonstrated 
in Figure 4.1, the earliest economic activities were centred in the extraction of 
commodities. The extraction of commodities was followed by the production of 
physical products (Pine & Gilmore, 2017:61). Further developments in economic 
growth led to the production of services and for some time the level of development in 
an economy was determined by the level of services being produced in an economy. 
However, as the services began to turn into commodities, businesses turned to the 
staging of experiences as a new paradigm of creating competitive advantage (Pine & 
Gilmore, 1999). 
Service encounter experiences are best understood by considering diverse theoretical 
frameworks that draw from many disciplines such as social psychology, sociology and 
anthropology. The most common theories and models in literature that underlie the 
service encounter experiences construct are the social exchange theory, impression 
management theory, disconfirmation theory, and the servuction theory. 
4.3 THEORIES ON SERVICE ENCOUNTER EXPERIENCES 
There are various theories that explain and predict the patrons’ service encounter 
experiences concept. The social exchange theory (Blau, 1964), the impression 
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management theory (Goffman, 1959), the disconfirmation theory (Oliver, 1980) and 
the servuction theory (Eiglier & Langeard, 1977) are overarching theories that provide 
theoretical frameworks for understanding the service encounter experiences concept. 
The sections below discuss these theories and contextualise them to the restaurant 
industry. 
4.3.1 Social exchange theory 
The service encounter experiences concept is best understood from an exchange 
approach that forms the basis of the marketing practice (Solomon et al., 1985:100). 
The exchange approach draws from the social exchange theory (Blau, 1964). The 
social exchange theory is an economic metaphor of relationships in the social setting 
(Blau, 1964:137). It involves a series of interdependent interactions where the 
participants’ actions are contingent upon each other (Bove, Pervan, Beatty & Shiu, 
2009:699). The social exchange theory is a perspective that integrates and seeks the 
convergence of various mutual theories to give a better explanation of interaction 
dynamics in service encounters (Solomon et al., 1985:102). This theory is central to 
service encounter experiences, since it focuses on the act of exchange between 
interacting parties (Lambe, Witman & Spekman, 2001:2). In a restaurant scenario the 
interacting parties are wait staff and patrons.  
The social exchange theory holds three key assumptions which are voluntary 
participation, reciprocity and rationality. These assumptions are discussed and 
contextualised to the restaurant industry in the sections below. 
The first assumption, the social exchange theory, is voluntary participation in a service 
encounter that generates service encounter experiences. Participants have the right 
to engage and disengage in a service encounter (Blau, 1964:91). However, in the 
restaurant industry, this liberty is higher on patrons than wait staff. For instance, a 
restaurant patron may choose to have another wait staff to serve him/her when he/she 
no longer feels comfortable with the one who serves him/her. Homans (1974:16-29) 
gave the three propositions that underpin the participants’ continued interest in 
participating in an encounter. These propositions are the success proposition, 
reciprocity and rationality. 
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The success proposition states that patrons are likely to take an action in 
circumstances where their actions are likely to be successful and rewarding. The 
stimulus proposition states that patrons in a service environment are likely to respond 
favourably to any stimulus that has previously created pleasant service encounter 
experiences for them. The deprivation-satiation proposition states that the rewarding 
performance that was received previously ceases to be as satisfying as it was before. 
This suggests that patrons prefer a variety of stimulants in order to remain attached to 
satisfying service encounter experiences. These propositions suggest that interaction 
in social exchanges like restaurant service encounters base their repeat actions on 
satisfaction levels that the parties enjoyed. If the service encounters are repeatedly 
unsatisfying, there is a high likelihood of patronage defection and high employee 
turnover (Homans, 1974:16-29). 
The second assumption of the social exchange theory is reciprocity among the 
interacting parties. This reciprocity is based on the reciprocity theory (Gouldner, 1960) 
which has philosophical and psychological foundations (Emerson, 1972; Blau, 1964; 
Homas, 1961). Cropanzano and Mitchell (2005:875) posit that the reciprocity theory is 
one of the most influential conceptual paradigms that enable a deeper understanding 
of workplace behaviour and service encounter experience dynamics. It involves a 
series of interactions in a dyadic encounter that generates unspecified obligations 
(Blau, 1964:93). The idea behind this theory is that when an individual receives a 
favour, it creates a state of indebtedness that has to be reciprocated in order to restore 
equilibrium in a dyadic encounter (Tsai, 2001:501). Tsai (2001:501) further notes that 
patrons almost feel guilty to leave the service business without returning a favour in a 
way that the service provider anticipates after the patron has been pampered with 
pleasantservice encounter experiences. 
Reciprocity means that interacting parties in a service encounter provide benefits to 
each other within a given time period (Tsai, 2001:501; Tan et al., 2004:293). While, in 
general, the obligations generated in a social encounter are less time-bound, in 
restaurant businesses some of the obligations are time-bound. Moreover, unlike in a 
general encounter where there are unspecified obligations, in a restaurant business 
there is a mixture of specified and unspecified obligations (Blau, 1964:93). In a study 
by Tidd and Lockard (1978), it was discovered that smiling waiters tend to be rewarded 
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with tips, which is an unspecified patron obligation. In some of the restaurant 
businesses in Zimbabwe, especially, those frequented by high-income patrons, tipping 
has become a norm. Therefore, there is a high expectation by wait-staff for tips after 
pampering patrons with an excellent service delivery. 
However, reciprocity may also expose other parties in an interaction to exploitation 
(Kassin, Fein& Markus, 2008:237). This arises when some individuals supply benefits 
to others without expecting an instant return. This will keep the beneficiaries in debt 
and that indebtedness can be used later to seek compliance on an issue that one 
would not ordinarily comply with. In the restaurant business some patrons may issue 
out excessive tips to wait-staff and then at a later date seek some untenable favours 
such as indulging in a romantic relationship. In this case reciprocity would have been 
used as a trap (Kassin et al., 2008:239). Acts of kindness such as the ones found in 
the restaurant service encounters usually elicit short-lived indebtedness (Kassin et al., 
2008:239).  
The third and last assumption of the social exchange theory is rationality. Rationality 
refers to the evaluation of the costs and benefits associated with being engaged in a 
service encounter that generates service encounter experiences. Individuals in a 
service encounter are most likely going to continue interacting as long as they continue 
benefiting from the interaction (Thibault & Kelley, 1959:11; Blau, 1964:6). Benefits 
from a service encounter that lead to higher levels of satisfaction are identified through 
determining the net of benefits after taking into account both the social and economic 
costs incurred. The benefits of pleasant service encounter experiences are defined as 
the pleasures, satisfactions, and gratifications enjoyed by patrons, while costs refers 
to any factors that inhibit the smooth interaction between patrons and service 
employees (Thibault & Kelley, 1959:12).  
Most of the benefits acquired in social exchanges that generate service encounter 
experiences do not have monetary material value (Blau, 1968:455) and are relative 
(Lambe et al., 2001:8). Examples of benefits that accrue to parties in a service 
encounter include material, symbolic, and affectional benefits (Price et al., 1995:86). 
This means that the relevance of these benefits vary from one party to another. Some 
of the non-monetary benefits derived from a social exchange include social approval 
and respect. Such benefits are likely to induce patronage loyalty (Wangenheim, 
THE ANTECEDENTS OF SERVICE ENCOUNTER EXPERIENCES                                 CHAPTER 4 
 
97 
Evanskychitzky & Wunderlich, 2007:692) and re-patronage intention (Hwang & Hyun, 
2012:665). 
Patrons engaged in a service encounter incur both monetary and non-monetary costs. 
Monetary costs are those costs that are reflected as prices for the service which is 
rendered. Monetary costs for each service in the restaurant industry are easily 
displayed on menu cards. There are also non-monetary costs which are difficult for 
both patrons and restaurant businesses to ascertain. Lovelock and Wirtz (2011:164) 
observe that non-monetary costs are reflected in the form of time, discomfort and effort 
expended on searching, purchasing and using a service. In the restaurant industry 
time costs involve the time patrons spend on planning and visiting the restaurant. 
When asked to wait for their orders patrons may also experience some fatigue which 
are physical costs. The mental effort, cognitive dissonance, and perceived risk 
constitute the psychological costs incurred by patrons during service encounter 
experiences. Lastly, patrons may experience some unpleasant sensations that affect 
their five senses due to overcrowding, unpleasant seating arrangements, unbearable 
temperatures or foul smells. 
Patrons and wait-staff tend to compare the benefits accruing to them and costs 
incurred in accessing and participating in a service encounter. Thibault and Kelley 
(1959:12) came up with the two evaluation processes of alternatives available to 
interacting parties. These two types are the Comparison Level (CL) and the 
Comparison Level for Alternative (CLalt). The first comparison level (CL) pertains to 
what others in a similar position have and how well they are doing compared to the 
interacting party. For example, a patron may compare the benefits which he derives 
from his dining experience with those that he perceives other patrons to be receiving 
the same service which he/she is getting.  
The second comparison (CLalt) is how well one is doing relative to others in positions 
that offer an alternative choice. For instance, a patron would compare his/her benefits 
from a dining experience to the benefits accruing to other people who use other dining 
alternatives like eating at home. Likewise a wait-staff may compare his/her service 
encounter experience benefits to those of other people of similar status in different 
industries. 
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4.3.2 Impression management theory 
The theoretical framework for understanding service encounter experiences can also 
be explained through the impression management theory underpinned by Goffman’s 
dramaturgical perspective. Goffman’s (1959:497-522) impression management theory 
is made up of five key themes which are role expectations, role location, role demands, 
role skills, and role congruence. The dramaturgical metaphor of impression 
management portrays a theatre as analogous to the service encounter since most 
service encounter experiences bear all the hallmarks of a theatrical drama. The key 
constituent elements of a theatrical metaphor are the front and the backstage. The 
front is made up of the personal front, the setting and the audience (Goffman, 
1959:20). 
The first element of the front stage is the personal front. The personal front refers to 
the expressive behaviours like posture, facial expressions, gestures and speech 
patterns (Goffman, 1959:24). In a theatre the personal front consists of the cast 
members who play various roles in a goal accomplishment exercise. When applied to 
a service encounter that generates service encounter experiences, the actors 
represent service employees and patrons. The imaging of patrons in this metaphor 
arises from the fact that patrons tend to be much more involved in service production 
than they do in physical products manufacturing (Youngdahl & Kellogg, 1997:19). 
Each cast member performs a predetermined role guided by a normative script that 
details shared behaviours and appropriate impressions. 
The second constituent element of a theatrical metaphor is the setting which portrays 
the physical service environment where service encounter experiences take place. 
The physical service environment is made up of ambience factors such as scent, light, 
colour, music, temperature and noise (Lin & Liang, 2011:355; Hwang & Hyun, 
2012:660), and design factors (Hightower, 2010:82; Lin & Liang, 2011:355) such as 
functionality (Baker, 1987:81) and aesthetics  of the service equipment (Hightower, 
2010:82). The physical service environment determines the quality of service 
encounter experiences from both the employees and patrons’ perspectives. 
The third constituent element of the dramaturgical metaphor is the audience (Goffman, 
1959:79). The audience views the drama with keen interest to understand what 
happens in their immediate surroundings. When parallels are drawn with the service 
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encounter experiences the audiences are likened to other patrons and service 
employees. This scenario arises from the fact that most service encounter experiences 
are staged in shared facilities like restaurants (Hoffman et al., 2009:329) where other 
patrons, who in most cases are complete strangers, are present (Parker & Ward, 
2000:342). The other patrons and service employees constitute the social service 
environment which, like the physical service environment, also shapes the quality of 
service encounter experiences (Bitner, 1992:85; Hightower, 2010:83; Hightower & 
Shariat, 2009:382). For instance, the presence of other patrons in a football stadium 
elicits the feelings of enjoyment while overcrowding in a full-service restaurant may 
elicit avoidance behaviours. 
In the restaurant industry, the backstage comprises the kitchen and the stores areas 
that are not visible to the patrons. The backstage is also reserved for the withdrawal 
of waiters so that they rehearse, relax, refresh, and sometimes take further instructions 
from the supervisors (Goffman, 1959). The backstage rarely features as the setting for 
service encounters as in most cases it is a prohibited area to the patrons. Activities 
that take place at the back stage are invisible to patrons.  
Therefore, in the front stage, parties to a service encounter, especially, service 
employees, perform prescribed roles (Parker & Ward, 2000:344; Broderick, 1999:120-
121). Solomon et al. (1985:100) observes that any service encounter is guided by roles 
that take the form of learned and consistent behaviour patterns. Palmer (2005:79) 
noted that in a service encounter both patrons and service employees play roles that 
are moderated by their underlying personalities. This observation confirms the 
assertions of the theory that is discussed above. 
4.3.3 Disconfirmation theory 
The disconfirmation theory developed by Oliver (1980:460) explains the nature of 
experiences which patrons attain from their service encounter experiences. The 
disconfirmation theory has emerged as the foundation of most of the service encounter 
theoretical frameworks. The disconfirmation theory states that patrons compare the 
service they have experienced with the service performance from the expected service 
encounter experience. The satisfaction that is attained from service encounter 
experience is attained when there is a positive disconfirmation. Positive 
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disconfirmation occurs when the service encounter experiences are better than 
expected. Service encounter dissatisfaction which is the lower level of service 
encounter satisfaction occurs when there is a negative disconfirmation. Negative 
disconfirmation results when the experienced service falls short of expectations 
(Oliver, 1980:460) 
Thus according to the disconfirmation theory, there is a comparison of expected 
service with the experienced service. Expectations in a service encounter are defined 
as the patrons’ anticipated service. Patrons’ expectations are a result of prior 
experience, word-of-mouth communication, personality and promotional massages. 
Perceptions are defined as the manner in which an individual understands a 
phenomenon. Perceptions of patrons vary, depending on their personality (Oliver, 
1980:460-461). 
4.3.4 Servuction model 
Extant services marketing literature reveals that among the models that have been 
designed to explain service encounter experiences is the servuction model. The 
servuction model has been conceptualised by Eiglier and Langeard (1977) to explain 
the elements that interact during a service encounter that generate service encounter 
experiences for the patrons. Eiglier and Langeard’s (1977) model noted service 
encounter experiences as portrayed by the servuction model are a function of content, 
process and structural elements. The servuction model divides the service operations 
management into two parts, namely, the customer contact section and the invisible 
section. The customer contact section can be regarded as the front stage and the 
invisible section as the back stage (Lovelock & Wright, 1999). The customer contact 
section is further divided into the inanimate environment and the animate environment. 
The inanimate environment is made up of the service facilities while the animate 
environment is made up of contact employees and other patrons. The interaction with 
the contact section elements creates patrons’ service encounter experiences 
(Lovelock & Wirtz, 2011:70). 
The theories explained in this section, namely, the social exchange theory, impression 
management theory and the emotional labour theory presented the dynamics of the 
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service encounter experiences of patrons. The next section explains the antecedents 
of the patrons’ service encounter experiences. 
4.4 ANTECEDENTS OF SERVICE ENCOUNTER EXPERIENCES 
There are various antecedents of service encounter experiences, but the most 
prominent in the restaurant businesses are service contact levels, ambience factors, 
service delivery quality, and typology of patrons (Mattila, 2001; Ryu & Han, 2010:312). 
The order in which they are stated here does not reflect the order of their importance 
although they variably contribute towards patrons’ restaurant service encounter 
experiences. 
4.4.1 Service contact levels 
Service contact levels are one of the antecedents of service encounter experiences. 
Service contact refers to the duration, frequency, intensity and variety of encounters 
between the patrons and either one or both the service personnel and service facilities 
(Yee et al., 2008:653). Lovelock and Wirtz (2011) divided service industries according 
to patronage contact levels into high contact and low contact industries. In high contact 
service industries, the patrons’ exposure to service businesses, in most cases, takes 
the physical nature (Lovelock & Wirtz, 2011:69). High contact service encounters are 
characterised by longer, rich and intimate information exchange (Yee et al., 2008:653), 
and most of the components of the service operation are visible to the patrons 
(Lovelock & Wirtz, 2011:71). However, low contact service industries involve little or 
no physical contact between patrons and the service business. Lovelock and Wirtz’s 
(2011) perspective of patronage contact levels classifies fast-food restaurants as low 
contact service industries, and the full-service restaurants as high contact service 
industries. 
The variability of patronage contact levels as a construct in the restaurant business 
context is premised on the two basic types of restaurants, namely, the full-service 
restaurant and the fast-food restaurant. In fast-food service restaurant businesses the 
intensity and duration of service encounter is limited and short (Mathe & Slevitch, 
2013:34), while in the full-service restaurant context the intensity and duration is high 
and long respectively. This suggests that there could be differential service encounter 
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experiences between patrons in fast-food restaurants and those in full-service 
restaurants as a result of differing patronage contact levels. 
In fast-food restaurants service encounters with service personnel involve placing an 
order, making a payment, and collecting ordered items. This process is inherently 
designed to take less than three minutes so as to remain true to its name of ‘fast food’. 
This process is sometimes robotic and standardised to the extent that variations are 
limited only to occasional special request, but is not expressly tolerated. It is designed 
to mirror the manufacturing system, hence the coining of the term servuction (Eiglier 
& Langeard, 1977). 
Employees’ organisational citizenship behaviours in fast-food restaurants are limited 
to little emotional labour content like greeting, thanking, eye contact and smiling in 
what has been popularised as ‘service with a smile’ (Hochschid, 1983). In other words, 
patrons only experience this ‘service with a smile’ content briefly and less intensely in 
a manner that is sometimes below the subliminal threshold. 
Full-service restaurant businesses could be classified as the antithesis of fast-food 
restaurant businesses. These restaurants are characterised by high patronage contact 
levels in terms of both content and duration. In full-service restaurants patrons reserve 
a table and upon entering a restaurant they are ushered by the wait-staff to their 
reserved tables. From the tables patrons place orders which are then delivered by the 
wait-staff. Patrons then consume meals and then pay after consumption. Normally 
food served in full-service restaurants is prepared according to order so as to enrich 
patrons’ experiences. 
The service encounter experiences in full-service restaurants are inherently designed 
to afford patrons a longer duration of contact with both the wait-staff and the facilities. 
Throughout the duration of meal consumption wait-staff is alert in order to provide 
superior services according to the patrons’ preferences. Sometimes contracted 
service-employees are also part of the human contingent that is at the disposal of 
patrons in providing wide and varied service encounter experiences. These contracted 
employees could be band members of a cabaret who provide live performances in 
most full-service restaurants. 
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The service designs for full-service restaurants are organised in such a way that the 
wait staff is not confined to a small section behind the counter. The wait staff has the 
freedom to walk around the dining section of the restaurant and freely interact with the 
patrons. This presents an invaluable opportunity to get feedback from the patrons and 
in most cases practise calibrated emotional labour. Emotional labour has invariably 
been found to be responsible for emotional service encounter experiences of patrons 
(Grandey, 2003; Pugh, 2001; Tsai & Huang, 2002; Tsai, 2001; Brown & Sulzer-Azaroff, 1994; 
Sutton & Rafaeli, 1988).  
The intensive contact levels in the full-service restaurants are also extended to service 
encounters with service facilities. In full service restaurants patrons interact with the 
service facilities like the tableware, and the spatial density of the dining furniture. Such 
an interaction takes place on a prolonged period during a given service transaction. 
This suggests that there is a potential for differential effects in terms of service 
encounter experiences emanating from these two types of restaurants’ differing 
patronage contact levels. However, the service contact levels of limited-service 
restaurant businesses which are generally low can be enhanced by introducing the 
use of technology. The use of of the internet and telecommunication can improve 
service contact levels in limited-service restaurants to match those in full-service 
restaurants. 
4.4.2 Ambience factors 
Ambience factors are the other antecedent of service encounter experiences. The role 
of ambience factors in creating service encounter experiences in the restaurant 
industry has been acknowledged by many researchers (Namkung & Jang, 2008; 
Sariano, 2002; Choy, Lam & Lee, 2012:11; Ryu, Lee & Kim, 2012:201; Countryman & 
Jang, 2006:536). Ambience refers to the intangible background characteristics that 
affect the non-visual senses and may have a subconscious effect on patrons (Ryu & 
Jang, 2007:60). Ambience also known as atmosphere are the invisible and inanimate 
background conditions of a service environment that consciously and subconsciously 
affect the five senses (Lin & Liang, 2011:355; Zeithaml et al., 2013:296; Bitner, 1992) 
such as olfactory, visual, aural, and tactile (Hwang & Hyun, 2012:660). As evident from 
Figure 4.2, there are various ambience factors that are associated with the restaurant 
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industry, but some of the most important are music, smell, light, and cleanliness (Sulek 
& Hensley, 2004:236).  
Figure 4.2: Environmental stimuli and environmental dimensions influencing 
perceived servicescape 
 
Source: Rosenbaum and Massiah (2011:473) 
 
The model by Rosenbaum and Massiah (2011:473), which was originally developed 
by Bitner (1992), shows that ambience factors consist of temperature, air quality, 
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noise, music and odour. There are various ambience factors that are associated with 
the restaurant industry, but the most important are music, scent, light and temperature.  
 
Ambience factors in a restaurant create experiences for the patrons through the 
process of sensation and perception. Sensation is the reception of information from 
the environment and transmitting it to the brain, while perception is the interpretation 
of information that leads to the formation of images of a phenomenon (Lahey, 
2012:121). In the restaurant industry there are various stimuli that are deliberately 
designed to create a pleasant ambience. In turn, the pleasant ambience generates 
experiences that are physiological, cognitive or affective in nature. 
The ambience of a restaurant is felt by the patrons through the sensory systems whose 
sensory channels for the restaurant ambience are scent, sight, sound, and touch 
(Kotler, 1973:51). The sensory system is responsible for transmitting various forms of 
energy which are found in the environment into a perceptual system. The system 
begins with the sensory structures such as the eyes, ears, nose, and the skin receiving 
various forms of sensations from the environment. These sensations are transduced 
into neural activity before being transmitted to the central nervous system. The central 
nervous system comprises the brain and the spinal cord. The sensations in the central 
nervous system are then processed and generate appropriate experiences which 
could be either physiological, emotional or cognitive (Bernstein, Penner, Clarke-
Stewart & Roy, 2012:110-112). 
In order to generate consistently pleasant service encounter experiences the 
restaurant stimuli for ambience should be changed regularly. It seems the sensory 
experiences of patrons in restaurant businesses diminish with the duration the patrons 
spent in a restaurant. The failure to regularly change the stimulus the patrons develop 
sensory adaptation. Sensory adaptation is the weakening of a sensation in magnitude 
due to a prolonged exposure to a stimulus (Lahey, 2012:122; Weiten, 2008:135). In 
such cases, a stimulus, no matter how pleasant it is, ceases to be a sensation after 
some time, as it will be operating below an absolute threshold. An absolute threshold 
is defined as the minimum intensity that enables a stimulus to be detected (Pastorino 
& Doyle-Portilo, 2012:87). A scenario where the intensity of a stimulus of the patrons 
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is below the absolute threshold is known as subliminal perception which may make 
the patrons unaware of the stimulus’s presence. 
The most common ambience factor in the restaurant industry is sound that is usually 
manifested in the form of music. Sound is defined as a repeated fluctuation in 
pressure, through a medium like air, and water (Bernstein et al., 2012:113). Sound 
reaches the ears through waves. Sound waves are vibrations of molecules that travel 
through a physical medium like air (Weiten, 2008:130).  Sound waves are generated 
by vibrating objects such as guitar string in the case of music, or vocal cords in the 
case of people holding a conversation. The physical properties of sound are amplitude, 
wavelength and purity and they determine the qualities of loudness, pitch and timbre, 
respectively (Weiten, 2008:130). 
In most restaurant businesses sound is inevitable. Most sources of audible sound in a 
restaurant are table-ware such as spoons, forks, and knives, and talking couples, or 
babies (Lin & Liang, 2011:354) as well as traffic movement outside the restaurant 
(Migneron & Migneron, 2015:1). There are also deliberate sources of sound such as 
music (Spence et al., 2014:475).  
The other most common source of sound in a restaurant is music which is the most 
inexpensive part of a restaurant business’ ambience (Hoffman et al., 2009:284). The 
structural characteristics of music include volume, tempo, and harmony (Lovelock & 
Wirtz, 2011:284; Ariffin et al., 2011 34). These music elements have both differential 
and holistic effects on the patrons’ service encounter experiences (Mattila & Wirtz, 
2001:276). Previous studies show that the tempo of music influences the patrons’ 
length of dining time, the amount spent, and the pace of movement in service firms 
(Vida, 2008; Wilson, 2003). Previous research has revealed that fast-paced music 
tends to increase the consumption of beverages (Dube & Morin, 2001), while slow-
paced and unfamiliar music makes patrons spend a longer time in a restaurant 
(Cladwell & Hibbert, 2002). In shared service environments where patrons are 
required to queue, music has been found to shorten the perceived waiting time (Turley 
& Milliman, 2000). Moreover, patrons spend more money and time in slow-paced 
tempo of music (Milliman, 1982). Paradoxically music has also been found to deter 
unwanted patrons (Hoffman et al., 2009:278).  
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However, the usefulness of music depends on the nature of the service consumption. 
Hoffman et al. (2009:284) reported that several studies have revealed that patrons 
appreciate music as part of the background when engaged in low involvement 
purchases. In a study by Hargreaves (1998), it was reported that students were 
prepared to pay more in a cafeteria when classical music was being played. However, 
music has been found to be distractive in high involvement service encounter 
experience occasions (Steinhart & Mazursky, 2010). 
Temperature is another ambience factor prevalent in the restaurant industry. 
Temperature provides tactile experiences to the patrons (Rosenbaum & Massiah, 
2011:474). The physical stimulus for temperature is thermal energy (Weiten, 
2008:136). The skin is the receptor of temperature. The receptors of free nerve 
endings in the skin send detected information on temperature to the brainin order to 
create appropriate physiological experiences (Lahey, 2012:138). Therefore, it can be 
appreciated that the immediate experiences created or elicited by the temperature in 
a restaurant are physiological in nature. In the restaurant industry temperature needs 
to be regulated through the use of air conditioners. In the absence of air conditioners 
patrons may feel hot during the summer period and cold during winter.   
Scent, as an ambience factor in the restaurant industry, plays a crucial role in 
generating pleasant service encounter experiences for the patrons. Scent has been 
found to be very important in providing affective experiences (Herz & Schooler, 2002; 
Jacob, 2002). The olfactory system which is the sensory system for smell is 
responsible for olfactory experiences in the restaurant industry. Smell alerts people to 
dangers like fire or spoilt food (Pastorino & Doyle-Portillo, 2012:111). The physical 
stimuli of smell are evaporative chemical substances that are detected in the air. 
Smell, like taste, is a chemical sense that detects chemicals in the inhaled air. The 
receptors for smell are the olfactory cilia (Weiten, 2008:136). The limbic system is 
responsible for regulating emotional sensations. It therefore implies that when 
olfactory information is processed in the limbic system, patrons in a restaurant may 
have some emotional experiences (Michon, Chebat & Turley, 2005:577). Service 
encounter experiences generated from scent are evaluated by the patrons as either 
pleasant or unpleasant (Chebat & Michon, 2003:531). 
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Scent is relevant to the restaurant industry (Chebat & Michon, 2003:529). For instance, 
speciality service businesses like restaurants, bakeries, coffee shops, and ice-cream 
huts have a long tradition of drawing patrons through scent (Spangenberg et al., 1996; 
Spence et al., 2014:477). Scent also serves the purpose of alerting the patrons to the 
inappropriateness of the air surrounding the restaurant or the levels of poor quality of 
served food (Hvastja & Zanuttinit, 1991:245). 
The other ambience factor that features most in restaurant businesses is lighting 
(Spence et al., 2014:474) which is a physical stimulus for both vision and colour 
(Weiten, 2008:108). Light is defined as a wave-like electromagnetic radiation (Weiten, 
2008:108). Light determines the perception of size, shape, and colour of objects in 
service business environment (Hoffman et al., 2009:280). The physical properties of 
light are wavelength, amplitude, and purity. Their related properties are colour, 
brightness, and saturation respectively (Weiten, 2008:108). In order to have a vision 
of an object, the visual input is converted into neural impulses which are sent to the 
brain, which means that the brain plays a vital role in vision. Weiten (2008:112) reveals 
that although light is received in the eyes, the actual act of seeing is done in the brain. 
This brings both the cognitive and physiological element in visual experiences.  
Most restaurant businesses heavily rely on calibrating light intensity in order to project 
the nature and quality of their service offerings. Previous research has empirically 
concluded that patrons’ pleasant service encounter experiences take place in a 
service environment with appropriate lighting (Summers & Herbert, 2001). Bitner 
(1992:66) and Countryman and Jang (2006:537), for instance, noted that dim lighting 
symbolises a full service restaurant, while bright lights represent a fast-food restaurant 
service. In addition, light influences the mood in a restaurant and helps to divert the 
attention of patrons from less pleasing areas of the restaurant to those that are quite 
appealing (Kumar et al., 2010:5). 
The last ambience factor that is very important in the restaurant industry is cleanliness. 
Cleanliness has been identified as one of the elements of a service business’ 
ambience (Harrington, Ottenbacher, Staggs & Powell, 2012:434; Hightower, 2010:81; 
Sulek & Hensley, 2004:236). Sulek and Hensley (2004:236) observe that restaurant 
patrons tend to have a longer memory of restaurant cleanliness than food and service 
quality problems (Sulek & Hensley, 2004:237). The importance of ambience factors in 
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the restaurant is apparent through various legislations that are imposed as a condition 
for a restaurant operating license. In Zimbabwe the cleanliness of a restaurant is 
legislated in the Food and Food standards (Inspection and Certification) Regulations, 
2015, and the Food and Food Standards Act [Chapter 15:04]. Various local authorities 
regularly make inspections of the cleanliness of the restaurant (Djekic, Smigic, 
Kalogianni, Rocha, Zamioudi & Pacheo, 2014:35). The significance of cleanliness 
should prevail in the restaurant industry where food safety is one of the key 
antecedents of important patronage outcomes such as patronage retention, re-
patronage intention, and patronage loyalty. 
Background characteristics which are mentioned above affect both the patrons and 
employees during service encounters once they have reached optimal arousal levels 
(Spence et al., 2014:474). This perception from the optimal arousal theory which 
postulates that every stimulus has the optimum level which when attained can induce 
some reactions (McClelland et al., 1953). The optimum levels for each ambience factor 
are subjective and therefore vary amongst patrons. It is, therefore, expected that 
optimum levels of each ambience factor generate differential service encounter 
experiences for the patrons. 
Elegant ambience determines the outcome of dining experiences (Arora & Singer, 
2006:5). This is achievable through the integration of all the sensory stimuli to produce 
exciting physiological, cognitive and affective experiences. Ariffin et al. (2011:37) 
summatively synthesised all the sensory stimuli that make up the restaurant ambience 
by stating that a combination of low noise, adequate lighting, pleasant music, 
comfortable temperature and pleasing scent results in pleasant service encounter 
experiences. 
4.4.3 Service delivery quality 
The other antecedent of patrons’ service encounter experiences in the restaurant 
industry is the service (Choy et al., 2012:11; Ryu et al., 2012:201; Ha & Jang, 
2012:206; Hyun, 2010:255; Namkung & Jang, 2008:142). Services in the restaurant 
industry are defined as the intangible aspects accompanying or surrounding the 
served meal (Payne-Palacio & Theis, 2005; Yuskel & Yuskel, 2002:54). In fact, the 
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importance of a service in the restaurant industry becomes apparent when a pleasant 
service makes up for an unpleasant meal (Kharasch, 1999).  
Services are evaluated for their ability to generate pleasant experiences for patrons 
on the basis of their quality as a performance attribute (Namkung & Jang, 2007:388). 
This leads to the conceptualisation of service delivery quality (Parasuraman, Berry & 
Zeithaml, 1985). Most empirical studies on culinary practices have pointed towards 
service quality as one of the most important attributes that enhances patrons’ 
experiences in restaurant service consumption (Soriano, 2002; Chow, Lau, Lo, Sha & 
Yun, 2007; Namkung & Jang, 2008). 
Service delivery quality has been conceptualised by Parasuraman et al. (1985:3), on 
the basis of the disconfirmation theory, as the comparison of patrons’ service 
encounter experience expectations to the service which is delivered. The 
disconfirmation theory (Lewin, 1938) is premised on an evaluation of an attribute on 
the basis of comparisons between prior expectations and post hoc perceptions 
(Namkung & Jang, 2007:389). A positive disconfirmation arises when perceived 
performance exceeds patrons’ expectations in what is termed high service quality, 
while a negative disconfirmation results from perceived service encounter experienced 
falling short of the patrons’ service encounter experience expectations in what is 
referred to as low service quality. Patrons’ expectations are a function of their prior 
service encounter experiences, state of the service environment, motives and 
predispositions (Lin, 2004:164). 
Service delivery quality as a construct is not unidimensional (Bitran & Lojo, 1993:386). 
This means that it is made up of various second order constructs that are formatively 
put together to product the construct of service quality in the manner in which it was 
conceptualised by Parasuraman et al. (1985). The earlier conceptualisation of service 
quality generated five dimensions that are reliability, tangibility, responsiveness, 
assurance, and empathy (Parasuraman et al., 1985).  
Reliability is the ability of a restaurant business to perform the promised service 
dependably (Andaleeb & Conway, 2006:5). Tangibility refers to the appearance of all 
objects that make up the physical identity of a restaurant business (Farrell et al., 
2001:586). This includes tableware, buildings and equipment and the physical stature 
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of all the visible personnel (Yuskel & Yuskel, 2002:54). Responsiveness refers to the 
willingness of wait-staff to serve the patrons (Farrell et al., 2001:586).  Assurance is 
related to the confidence that the activities of service employees instil in the patrons 
according to the manner in which they deliver the service. Lastly, empathy refers to 
the care and level of understanding that service employees render to the patrons 
Andaleeb & Conway, 2006:5). All these dimensions are associated with the interaction 
between patrons and the restaurant employees, especially the wait-staff (Ryu et al., 
2012:201; Ha & Jang, 2010:521). 
The service delivery quality concept, also known simply as service quality, is riddled 
with lack of consensus on its dimensionality. This lack of consensus is demonstrated 
in several conceptualisations of service delivery quality by various authors. Lehtinen 
and Lehtinen’s (1882) service delivery quality model has three dimensions, namely, 
interactive quality, physical quality, and corporate image. Grönroos (1984) suggests 
different dimensions from those of Lehtinen and Lehtinen (1982), namely technical 
quality, functional quality, and reputational quality. LeBlanc and Nguyen (1988) and 
Parasuraman et al. (1988) mention five dimensional models of service delivery quality 
each. LeBlanc and Nguyen’s (1988) model consists of the following: corporate image, 
internal organisation, physical support of the service producing system, staff-patron 
interaction, and patron satisfaction levels as the dimensions of service delivery quality, 
while Parasuraman et al.’s (1988) model comprises of reliability, assurance, tangibility, 
empathy, and responsiveness as the dimensions of service delivery quality. This lack 
dimensional consensus makes the comparisons of the previous studies of service 
delivery quality construct less accurate. 
Parasuraman et al. (1985)’s conceptualisation of service quality led to the 
development of industry specific dimensions or interpretations of service delivery 
quality. This was as a result of Parasuraman et al (1985)’s service delivery quality 
dimensions having been criticised for being too generic. Thus various industries came 
up with their own dimensions and accompanying measurement instruments. The 
service quality dimensions in the hospitality industry are reflected in the LODGSERV 
model (Knutson et al, 1990) and the HOLSERV model (Mei et al., 1999), DINESCAPE 
(Ryu & Jang, 2008), TANGSERV (Kincaid et al., 2010) and DINESERV (Stevens et 
al., 1995) for the restaurant industry.  
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The conceptualisation of service delivery quality by Parasuraman et al. (1985) has 
also been challenged by Grönroos (2007) who noticed that all the five dimensions of 
service quality in the Parasuraman et al. (1985) model relate the manner in which the 
service is delivered which he termed functional quality. However, while it is important 
to deliver quality in a manner that meets the aspirations and expectations of the 
patrons on its own is not enough. After experiencing functional quality during service 
delivery, the patron is still interested in what has been achieved at the end of service 
delivery process (Grönroos, 1984:38). This is what Grönroos (2007) termed technical 
quality. Thus, the conceptualisations of service quality by Parasuraman et al. (1985) 
relates entirely to the functional quality, neglecting technical quality, an equally 
important dimension.  
The importance of technical quality has been highlighted as the actual reason why 
patrons may seek a service (Kang & James, 2004:267). Although functional quality is 
important, it is still subordinate to technical quality.  In the restaurant industry if the 
food experience (technical quality) is poor, no amount of wait-staff behaviour and 
attitudes (functional quality) can atone for that (Yuskel & Yuskel, 2002:54). 
The technical quality which is the core component of service delivery quality in the 
restaurant industry is food quality. Food is one of the tangible components of the dining 
experiences (Mhlanga et al., 2015:144; Ryu et al., 2012:201; Ha & Jang, 2012:204; 
Choy et al., 2012:11). Pleasant service encounter experiences are generated by high 
quality food as part of service delivery quality (Sulek & Hesley, 2004:236). Quality 
levels of food are determined by the dimensions such as taste, freshness, 
temperature, nutritional composition and presentation (Namkung & Jang, 2008:149; 
Law, To & Goh, 2008). Several studies have argued that food quality substantially 
contributes towards the patrons’ pleasant service encounter experiences (Harrington 
et al., 2012; Namkung & Jang, 2008; 2007:394; Sulek & Hensley, 2004; Kivela et al., 
1999). Service encounter experiences generated from food quality arguably lead to 
the following outcomes such as patronage retention, re-patronage intentions and 
patronage loyalty (Harrington et al., 2012:433). 
There are certain instances where patrons may not receive the services they expect. 
Parasuraman et al. (1985) devised the Gaps model which advances five reasons why 
there are discrepancies between delivered services and expected services.  
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The first gap is called the management perception gap. This is the difference between 
patrons’ expectations and management perception. This gap arises when the 
restaurant management does not correctly perceive what the patrons want or need. 
The second gap is called the quality specification gap. This gap occurs when there is 
a difference in management perception and service quality specification. This situation 
arises when management correctly perceives what the patron wants, but does not set 
a performance standard. The third gap is known as the service delivery gap which is 
a result of the difference between service quality specification and service delivery. 
This gap may arise due to poor personnel training, or the employees’ incapability or 
unwillingness to meet the set service standards. The fourth gap is termed the 
marketing communication gap. This gap is the difference between service delivery and 
external communication. The patrons’ expectations are influenced by statements 
made by the wait-staff and promotional campaigns. When these expectations that 
arise are not fulfilled at the point of service delivery, this gap arises. The fifth gap is 
the perceived service quality gap. This is the difference between expected service and 
experienced service, and arises when patrons misinterpret the service quality 
(Parasuraman et al., 1985). 
Patrons can receive pleasant service encounter experiences if a restaurant business 
makes a concerted effort to close all the service quality gaps. Failure to do so may 
negatively impact the business’ loyalty outcomes such as patronage retention, re-
patronage intention and patronage loyalty. 
4.4.4 Typology of patrons 
There are various typologies of patrons in the extant services marketing literature. The 
most common relate to deviant behaviours (Lovelock & Wirtz, 2011:389-391), 
unreasonable patrons (Zemke & Anderson, 1990), and help seeking behaviours 
(Parker & Ward, 2000:352). These typologies are inherently limited to deviant 
behaviours and therefore of do not reflect the entire universe of the patronage 
population. The other typologies of patrons include the typology model developed by 
Lesser and Hughes (1986) that consist of seven types of patrons. Lesser and Hughes’ 
(1986) model consists of inactive patrons, active patrons, service patrons, dedicated 
patrons, traditional patrons, price patrons, and transitional patrons. Another typology 
model was developed by Arnolds and Reynolds (2003) which consists of six types of 
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patrons, namely, adventure patrons, social patrons, idea patrons, role patrons, 
gratification patrons, and value patrons. However, these typologies are not reflective 
of the topologies of patrons in the restaurant industry. 
One of the topologies that promise to yield differential service encounter experiences 
for patrons is based on patrons’ personality traits (Wang, 2010:17; Schiffman, Kanuk, 
Kumar & Wisenblit, 2010:120). Personality is defined by Lahey (2012:395) as the sum 
total of the manners of acting, thinking, and feeling that are unique to an individual. 
From the above definition it can be deduced that an individual’s personality is made 
up of behavioural, cognitive and affective predispositions. The traits of a personality 
are then defined as consistent patterns of behaviour in different situations (Lahey, 
2012:395). 
Personality can be understood through the psychoanalytic approach (Freud, 1949; 
Jang, 1996; Horney, 1939), trait approach (Eysenck & Rachman, 1965; Allport, 1961; 
Cattell, 1943), social cognitive approach (Bandura, 1986; Rotter, 1982), or the 
humanistic approach (Maslow, 1968; Rogers, 1942). The psychoanalytic approach 
attempts to explain personality based on unconscious forces while the trait approach 
relies on the biological aspects (Pastorino & Doyle-Portillo, 2012:545).  
Traits are ranked in terms of their importance, starting from cardinal traits, central traits 
to secondary traits (Lahey, 2012:396). Cardinal traits are dominant in one’s life as they 
are almost a conviction (Allport, 1961). Cardinal traits are not common to most people; 
while central traits are common to almost everyone as they influence one’s behaviour. 
Lastly, there are secondary traits which are not comprehensive enough to describe 
one’s personality. 
Traits remain relatively stable across various situations and show how individuals differ 
from one another (Pastorino & Doyle-Portillo, 2012:545:553). The trait perspective to 
understanding personality assumes that the consistent behaviour of people across 
various situations is due to internal dispositions (Pastorino & Doyle-Partillo, 2012:549). 
Studies show that most traits are a result of inherited genes (Carey & DiLalla, 1994; 
Bouchard, 2004; Weiss, Bates & Luciano, 2008), and the environment (Ebstein, Zohar, 
Benjamin & Belmaker, 2002; Hamer, 2002). The traits perspective also assumes that 
traits are consistent and stable throughout one’s life. As a result, it is easier for 
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marketers to make plans and formulate marketing programmes on the basis of the 
personality traits of the target market because traits are enduring. 
Lahey (2012: 398) noted that the personality variations impact on various aspects of 
human life. One such variation takes the form of introversion and extraversion. Jung 
(1966) contributed to the understanding of personality traits through developing the 
concepts of extraversion and introversion. Eysenick and Eysenck (1976) also 
developed a model to classify the personality traits of individuals. The model has three 
dimensions that are introversion/extraversion, emotional stability/neuroticism, and 
psychoticism. Introversion and extraversion explains the directions of one’s energy 
(Pastorino & Doyle-Portillo, 2012:546-547). Extraversion refers to a situation where 
one’s energy is directed outwards while introversion refers to an inward direction of 
one’s energy. 
Introverts avoid social gatherings because they tend to be over stimulated and then 
experience some discomforts. Extant empirical studies have shown that introverts 
exhibit higher levels of physical arousal than extraverts (Beauducel, Brocke & Leue, 
2006; LeBlanc, Ducharme & Thompson, 2004; Bullock & Gilliland, 1993). 
Introverts are likely to have pleasant service encounter experiences in less crowded 
restaurants, where they are not the focus of attention (Wang, 2010:17). They can also 
have better experiences in dealing with fast-food restaurant businesses where the 
levels of interaction with both the wait-staff and fellow patrons are very low 
(Jekanowski et al., 2001:59). On the other hand, extroverts are likely to have pleasant 
service encounter experiences in full-service restaurants that are associated with inter-
patron interaction.  
The use of personality traits to predict the nature of patrons’ likely service encounter 
experiences is anchored on the trait attribution concept. This concept suggests that 
people attribute certain traits to other people on the basis of their behaviour in a service 
consumption environment (Pastorino & Doyle-Portillo, 2010:455). However, the 
biggest challenge for restaurant business operators is on how to distinguish extrovert 
patrons from introvert patrons. 
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4.5 SUMMARY 
This chapter discussed the nature of service encounter experiences. It further 
elaborated on the theoretical framework that underlies the construct of patrons’ service 
encounter experiences. The chapter also discussed the antecedents of service 
encounter experiences which are service contact levels, ambience factors, service 
delivery quality, and the typology of patrons. In addition this chapter also provided 
theoretical and empirical literature the structural relationships between service 
encounter experiences construct and its antecedents.  
Having revealed the nature of service encounter experiences as a construct, it is 
imperative to determine the outcomes of patrons’ service encounter experiences. 
Extant theoretical literature and empirical literature has identified patronage retention, 
re-patronage intention and patronage loyalty as outcomes of service encounter 
experiences. These service encounter experiences outcomes will be discussed in the 
following chapter. 
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CHAPTER FIVE 
PATRONAGE OUTCOMES OF SERVICE ENCOUNTER EXPERIENCES 
5.1 INTRODUCTION 
The previous chapter focused on the nature of patrons’ service encounter 
experiences. The service encounter experiences concept was described as a 
consumption evaluative process. The theories that underlie the specific service 
encounter experiences in this study were identified as the social exchange theory, the 
impression management theory, the disconfirmation theory and the servuction theory. 
The service encounter experiences in the restaurant industry are the central construct 
in this study. 
This chapter identifies and explains the outcomes of the service encounter 
experiences construct in the restaurant industry. Solomon et al. (1985:100) state that 
service encounter experiences construct is a psychological phenomenon that also 
exerts influence on several outcomes. The outcomes of service encounter 
experiences in the restaurant industry identified in this study are patronage retention, 
re-patronage intention and patronage loyalty. In this chapter the nature and benefits 
of attaining patronage retention, re-patronage retention, and patronage loyalty in the 
restaurant industry are explored. 
5.2 PATRONAGE RETENTION 
Patronage retention is an outcome of service encounter experiences (Godson, 
2009:81). Patronage retention is defined as marketing efforts that are directed towards 
existing patrons (Hoffman et al., 2009:346), or as the practice of maintaining an 
existing patron base (Buttle, 2009:258; Rootman, 2011:7). It can also be regarded as 
a behaviour exhibited by patrons through consistently patronising the same business 
and spreading positive word-of-mouth in a market that has a considerable number of 
alternative services (Sharmeela-Banu & Gengeswari, 2013:87). Patronage retention 
can best be understood through analysing its conceptualisation, strategies, and 
benefits to both businesses and their patrons. 
PATRONAGE OUTCOMES OF SERVICE ENCOUNTER EXPERIENCES                       CHAPTER 5 
 
118 
5.2.1 The conceptualisation of patronage retention 
Alongside patronage acquisition, patronage retention is located within the broader 
construct of relationship marketing (Egan, 2011:74; Gummesson, 1999:9). In fact, 
there is a consensus among both academics and practitioners that patronage retention 
should be given more prominence over patronage acquisition (Zeithaml et al., 2013; 
Egan, 2011:74; Hoffman et al., 2009:346), since patronage retention is the first line of 
defense in strategic marketing management as it restricts the haemorrhaging of 
patrons from a business (Egan, 2011:73).  
An operational definition of patronage retention originates from Buttle (2009:45) who 
states that it consists of three measures which are time elapsed since the last 
purchase (R), the number of purchases in a given period (F), and the monetary value 
of purchases in a given period (M). This definition reveals that the patrons a business 
believes to have retained are those that frequently visit and make substantial 
purchases that increase sales in both volume and value. The definition further takes 
into consideration the recentness of the last purchase so as to track those patrons that 
are still patronising a business’ services (Buttle, 2009:45). 
Buttle (2009:259) further noted that patronage retention determination is complicated 
by the dilemma of whether retention is best assessed through retained patrons as 
individuals or as either the sales in value or the profitability that each patron brings to 
the business. This lead to the three measures of patronage retention: raw patronage 
retention rate, sales-adjusted retention rate, and profit adjusted retention rate. Raw 
patronage retention rate is defined as the number of active patrons at the end of a 
trading period expressed as a percentage of those who were active at the beginning 
of the trading period. Sales-adjusted retention rate is defined as sales value generated 
from active patrons expressed as a percentage of all sales value achieved in a given 
trading period. Lastly, profit-adjusted retention rate is profit generated from retained 
patrons expressed as percentage of all the profits earned throughout the trading period 
(Buttle, 2009:259). 
In services management patronage retention is operationally expressed as the 
duration that a patron has patronised a service (East, Gendall, Hammond & Lomax, 
2005:10).This means that businesses in the services industry track the duration their 
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patrons take when they patronise their services. Normally the patronage duration is 
measured in the number of days in a given trading year that a patron persists as a 
patron of the business.  
The concerns of strategic importance raised in various operational determinations of 
patronage retention above rest on whether a business should simply concentrate on 
retaining as many patrons as possible regardless of how much revenue or profit is 
generated from them or concentrate on the value from patrons. Retaining large 
numbers of patrons may eventually lead to high sales volumes and hopefully high 
sales in value also (Reichheld, 1996:65). However, it is also possible that a business 
may simply decide to serve very few patrons whose volumes and value of business 
are high (Dawes & Swailes, 1999:36). The latter option has the potential to generate 
much profit as few patrons of high net worth are less costly to serve. The only 
challenge comes when some of these high value patrons eventually decide to defect 
or cease to be operational. Such an occurrence would imply that much business would 
be lost in a time. 
Patronage retention practices flourish in saturated markets like the restaurant industry 
where businesses rely more on repeat business than on business from newly acquired 
patrons (Egan, 2011:74; Dawes & Swailes, 1999:36). In businesses like restaurants 
that are characterised by intensive competition, practising patronage retention is one 
of the tried and tested methods of ensuring survival (Reichheld, 1996:65).  
5.2.2 Patronage retention strategies 
There are several strategies for achieving patronage retention. The strategies are 
grouped into positive strategies and negative strategies (Buttle, 2009:263). The most 
common negative patronage retention strategy is in the form of strengthening 
switching barriers and a positive patronage retention strategy is the creation of bonds 
(Kinard & Capella, 2006:359; Pressey & Mathews, 1998:43).  
5.2.2.1 Switching barriers 
Switching costs act as barriers to patronage defection thereby enhancing patronage 
retention. Switching costs make it difficult for the patrons to defect to competitors. 
Switching costs are studied in various disciplines like economics, purchasing and 
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supply. In marketing, switching costs are defined as a perceived disutility which a 
patron experiences as a result of switching service providers (Kim, Gupta & Lee, 
2013:24). The increase in switching costs suggests an increase in patronage retention 
(Kimet al., 2013:22). Thus, the higher the switching costs the higher the chances that 
the patrons are going to be retained. 
Burnham, Frels and Mahajan (2003:113) identified three broad types of switching 
costs: procedural switching costs, financial switching costs, and relational switching 
costs. These types of switching costs are common in the restaurant industry. 
Figure 5.1: A typology of consumer perceptions of switching costs 
 
Source: Burnham et al. (2003:113) 
 
Procedural switching costs involve the time and effort involved in switching from the 
existing supplier of the service to the new supplier (Bhattacharya, 2013:102). In the 
restaurant industry the patrons who switch from one restaurant business to another 
would spend some time looking for and evaluating the prospective restaurant 
businesses to patronise. Switching patrons are also expected to spend some time 
learning about the service encounter customs of the prospective restaurant business. 
Learning costs involves the time and energy that are needed to learn how to use the 
new products and acquaint oneself with the new brand. Learning costs also include 
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the effort that is required to reach the levels of comfort the patrons used to enjoy with 
their previous service providers. 
Financial switching costs are equivalent the loss, in financial quantifiable resources, 
during the time when patrons switch from one business to another (Bhattacharya, 
2013:102). In the restaurant industry switching patrons incur financial switching costs 
in the form of loss of loyalty incentives such cash discounts on selected meals. 
The other type of switching costs is the relational switching costs which comprise the 
psychological and the emotional discomfort associated with loss of a personal 
relationship with the employees and the brand of the businesses where the patrons 
are defecting from (Bhattacharya, 2013:102; Han, Back & Kim, 2011:55). Normally, 
patrons develop some form of a relationship with restaurant staff, especially, the 
waiters and chefs. That relationship is bound to be lost when a patron decides to defect 
to competing restaurant businesses. 
The problem with negative patronage retention strategies is that the forcibly retained 
patrons may spread negative word-of-mouth communication (Gummesson, 
1994:17).That is why the use of negative patronage retention strategies that involve 
the use of switching costs is sometimes referred to as patronage detention. The 
negativity associated with availability of switching costs in patronage retention 
schemes has led to advocating positive retention strategies like bonding (Han et al., 
2011:55). 
5.2.2.2 Bonding 
The positive patronage retention strategies are almost an antithesis to the negative 
patronage retention strategies. Positive patronage retention is normally achieved 
through creating bonds with the patrons. Marketing literature has identified the creation 
of bonds as the most common ways of achieving positive patronage retention (Bove 
& Johnson, 1999:491).  Bonds are used to tie patrons to a business. Bonds are defined 
as the emotional, psychological, economic and physical attachment between the 
business and the patrons for the purposes of relational benefits (Smith, 1998:78). 
Berry and Parasuraman (1991) advanced some of the most common bonds used as 
positive patronage retention strategies: financial bonds, social bonds, and structural 
bonds. 
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Financial bonds stimulate patrons’ consumption motivation through incentives 
(Lovelock & Wirtz, 2011:353-354). Financial bonds are financial incentives that are 
used by businesses to tie patrons (Seiders, Voss, Grewal & Godfrey, 2005:30). 
Financial bonds are as a result of patrons’ assumed desire to save money (Tideswell 
& Fredline, 2004:191). They are usually in the form of lower prices and discounts for 
patrons, who have been patronising the services from the same business for a 
considerably long period (Lovelock & Wirtz, 2011:353-354). In the restaurant industry 
various financial bonds in the form of discounts are usually conducted during mid-
week days when demand is considerably lower. However, financial bonds do not 
create sustainable patronage retention as they can be easily copied by the 
competitors. In the restaurant industry there is already a clutter of financial bonds in 
the form of loyalty schemes. 
Social bonds are interpersonal relationships between a business and the patrons 
(Lovelock & Wirtz, 2011:356; Tideswell & Fredline, 2004:188). Social bonds are in the 
form of personal ties like friendship between patrons and employees in a business 
(Chiu, Lee, Hsieh & Chen, 2007:720). These bonds are generated through recognising 
the patrons as individuals with unique needs and wants that have to be understood 
and satisfied (Hyun, 2010:252). Social bonds are common among professional service 
businesses like that of lawyers, doctors, and accountants (Lovelock & Wirtz, 
2011:356). In the restaurant industry wait-staff and chefs try to create social bonds by 
addressing patrons by their names and indulging in social conversations. Social 
bonds, as the second strategy for patronage retention, are more difficult than financial 
bonds for the competitors to copy (Chiu et al., 2007:720). 
The third option in generating patronage retention through the bonding system is the 
creation of structural bonds. Structural bonds involve the designing of a service that is 
embedded in the service delivery system usually through the use of technology (Berry, 
1995:240). Structural bonds require an investment, by the patron, that cannot be easily 
salvaged even after the patron has terminated the relationship (Turnbull & Wilson, 
1989:233). These bonds are inherently difficult for competitors to copy and as a result 
they generate sustainable patronage retention (Lovelock & Wirtz, 2011:358; Chiu et 
al., 2007:721). In the restaurant industry efforts to create structural bonds are found in 
situations where restaurant businesses conduct their operations at the premises of 
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their institutional customers like school and university campuses. However, structural 
bonds are also difficult for businesses to establish since they involve synchronising 
the operations of a patron with those of a business (Wendlandt & Schrader, 2007:294). 
This is the reason why structural bonds are limited to industrial markets (Lovelock & 
Wirtz, 2011:356). 
In the consumer markets, businesses make a considerable effort to create structural 
bonds through involving patrons in the design and delivery of the service (Asatryan & 
Oh, 2008:367; Dabholka, 1990:484). Patrons’ participation is in service design and 
delivery enables them to shape the proceedings and determine the content of the 
service encounter (Pierce, Kostova & Dirks, 2003:92; Ford & Heaton, 2001:50; 
Lengnick-Hall, 1996:365). In the restaurant industry, some restaurant businesses 
afford patrons the opportunity to determine the nature of their preferred menus and 
service environments (Asatryan & Oh, 2008:367). 
Wendlandt and Schrader (2007:294) added legal bonds as another way of achieving 
patronage retention through tying patrons to a business. Legal bonding requires 
patrons to sign a contract that prohibits them from patronising competitors’ 
businesses. There are usually severe penalties if a patron decides to breach a duly 
signed contract (Lovelock & Wirtz, 2011:167). Legal bonds are common in the 
restaurant industry where the bulk of catering services are provided to institutional 
customers like government departments. 
Creating patronage retention through the bonds system can sometimes lead to 
unintended results when the patrons react negatively to that strategy. This negative 
reaction is best explained through the reactance theory by Brahm (1966). The theory 
of psychological reactance was posited by Brehm (1966) and refined by Brehm and 
Brehm (1981). The reactance theory is a social psychology theory that explains the 
manner in which human beings react to perceived loss of freedom (Kivetz, 2005:726). 
People react to the threat of loss of freedom by resisting or opposing the pressure to 
conform (Edwards, Li & Lee, 2002:83). The magnitude of patrons’ reactance to 
patronage retention bonds is determined by the importance of freedom and the 
magnitude of that threat to freedom (Wendlandt & Schrader, 2007:294 which restricts 
patrons’ choices (Mazis, Settle & Leslie, 1973:390). In the restaurant industry patrons 
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tend to prefer the freedom of occasionally experiencing meals from the competing 
restaurant businesses. 
The propensity for patrons to develop reactance to patronage retention programmes 
is attributed to trait reactance (Herzberg, 2002; Hong & Faedda, 1996). Previous 
research found the existence trait reactance in some individuals (Herzberg, 2002). 
Trait reactance is a personality trait found in some patrons who have a disposition 
towards reactance (Hong & Faedda, 1996). This means that some patrons in the 
restaurant industry would not patronise some restaurant businesses as a result of 
negatively reacting to the patron bonding system. Trait reactance has also been found 
to be high in demographic groups that include young people, and men (Seeman, 
Buboltz, Jenkins, Soper, & Woller, 2004; Loucka, 1990; Joubert, 1990). In another 
study by Woller, Buboltz and Loveland (2007) it was reported that trait reactance is 
higher among the people of colour than in Caucasians. The high prevalence of 
reactance among the people of colour suggests that there is great probability of high 
reactance to the use of the bonding system to achieve patronage retention in the 
restaurant industry in Zimbabwe. 
5.2.3 The importance of patronage retention 
Patronage retention is important to both the businesses and the patrons. The 
importance of patronage retention to a business rests on the following factors: 
profitability through reduced relationship maintenance costs and the charging of price 
premiums, increased referrals, higher volumes of purchases, the spreading of positive 
word-of-mouth communication, and little attention paid to the competitors (Zeithaml et 
al. (2013:477; Ang & Buttle, 2006:85).Patronage retention leads to the attainment of 
profitability, because retained patrons tend to be more profitable than recently 
acquired patrons (Lovelock & Wirtz, 2011:338; Schiffman et al., 2010:13; Buttle, 
1996:5; Reichheld & Sasser, 1990; Blackwell, Miniard & Engel, 2006:54). Lindgreen, 
Davis, Brodie and Buchanan-Oliver (2000:295) posited that it is less costly to retain 
existing patrons than to acquire new ones. Retained patrons are less price-sensitive 
(Godson, 2009:76-78). Businesses can therefore charge price premiums to retained 
patrons and achieve high sales in value from low sales volumes (Ang & Buttle, 
2000:85). In the restaurant industry some restaurants can attain high sales in value 
after selling high valued meals. 
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It is very profitable to retain existing patrons (Hill et al., 2006:9). This is substantiated 
by the fact that patronage retention is less expensive than patronage acquisition 
(Gummesson, 1999:183). Through practising patronage retention businesses can 
avoid incurring high acquisition costs such as high personal selling expenditures, 
administrative costs of opening an account, payment of commissions to sales 
personnel, costs related to prospecting and qualifying leads, as well as marketing 
communication expenditures (Egan, 2011:76; Godson, 2009:72; Back & Parks, 
2003:119).  
Patronage retention also leads to increased referrals which are normally executed in 
the form of positive word-of-mouth communication (Ang & Buttle, 2000:85). Positive 
word-of-mouth communication is one of the cheapest promotional strategies that are 
at the disposal of businesses (Wong, 2004:367). Restaurant businesses rely on 
positive word-of-mouth communication from patrons who had received pleasant 
service encounter experiences. 
The importance of patronage retention are not only limited to profitability and the 
increase in referrals through positive word-of-mouth communication (Zeithaml et al., 
2013:155; Wong, 2004:367), but retained patrons are also easily recovered in cases 
of service failure (Godson, 2009:76-78). They make business planning much easier 
(Godson, 2009:76-78) by operational and strategic plans implemented on the basis of 
certainty. The business plans are shielded from volatility by reduced patronage churn, 
normally associated with high patronage retention (Ang & Buttle, 2000:85). 
Moreover, retained patrons provide vital personal information, and in most cases 
provide useful comments, and advice about the nature of services delivered to them 
(Hoffman et al., 2009:346).Retained patrons are the source of new product ideas 
(Hoffman et al., 2009:346) because they are in constant touch with the business and 
do offer advice to the business on their ever changing needs and wants. Businesses 
can thus develop new products and services that can satisfy not only the existing 
patrons, but can also be used to capture new patrons. 
Retained patrons are also mentors to new patrons through patron-to-patron 
interactions (Ang & Buttle, 2006:85). They freely provide guidance on the procedures 
and rules for service delivery (Zeithaml et al., 2013:155). They tend to liaise with fellow 
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patrons while waiting to receive the service and in the process provide both solicited 
and unsolicited mentorship. This is normally referred to as customer organisational 
citizenship behaviour (OCB). OCB refers to the discretional pro-social behaviours that 
are directed to other patrons by fellow patrons (Bove et al., 2009:699).  
Patronage retention is also beneficial to the patrons. Rootman (2011:90), drawing from 
Buttle (2004:26-27), contends that patrons also benefit from businesses’ patronage 
retention practices. The benefits of patronage retention include, but are not limited to 
personalisation, recognition, power, status, risk reduction, and affiliation. 
Retained patrons benefit from patronage retention through personalisation (Eagan, 
2011:119). Personalisation is the customisation of the service encounter for the benefit 
of the patrons (Dyche, 2001). Through a sustained relationship, some patrons 
normally demand that contact employees perform extra role services for them. This is 
normally achieved through the exercise of the power that is inherently entrenched in 
patrons through the adage: “the customer is always the right” (Zeithaml et al., 
2013:166).  
Retained patrons also benefit from being recognised by the business (Zeithaml et al., 
2013:164). Recognition of patrons, especially, by their names signifies patronage 
retention.  Patrons appreciate being addressed by their names in both face-to-face 
encounters or technology mediated encounters. This affirms that businesses are fully 
aware of the patrons’ needs and are pre-disposed to meeting them. Through being 
recognised as being in a sustained relationship with a business, patrons might acquire 
enviable status if the involved business has a prestigious brand name. Such status 
grows in social equity as the retention period stretches. 
Patronage retention further benefits patrons through affiliation. Normally, people seek 
affiliation in order to enhance their personal brand equity. Being affiliated to the 
business entity patrons increase their social capital and may ultimately raise their self-
esteem. Social capital is made up of the social resources that are embedded in 
interpersonal relationships so as to create value within people in a community, or in 
businesses (Liao & Welsch, 2005:346; Moran, 2005:1130; Batjargal, 2003:535; Buttle, 
1997:399; Granovetter, 1985:504). Social capital, in line with patronage retention, 
accumulates steadily over time (Casson & Giusta, 2007:221). 
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Patronage retention also helps patrons to reduce search costs (Buttle, 2009:188). 
Patrons normally incur search costs when they look for solutions to their recognised 
needs. They also incur further costs through evaluating alternatives. However, if 
patrons remain with the same service provider they eliminate or minimise the time and 
resources that are in the form of search costs. 
Another benefit of patronage retention to patrons is the opportunity to receive special 
treatment from business (Lovelock & Wirtz, 2011:340). In cases of service failure, a 
retained patron receives the benefit of doubt, where the service is limited retained 
patrons receive preferential treatment, and, above all, retained patrons are regular 
recipients of special offers (Zeithaml et al., 2013:154). 
Patronage retention is, therefore, beneficial to both the businesses and the patrons. 
The foregoing discussion has revealed that patronage retention leads to guaranteed 
sales revenue, lower operational costs, increased profitability and steady supply of 
new product ideas. Patrons also benefit from patronage retention through their 
preferential treatment by the business, affiliation, personalisation, and reduced search 
costs. Thus, patronage retention, as has been shown above, has a reciprocal benefit 
to both businesses obtaining it and the patrons willing to be retained. 
It is a truism that a number of factors beyond the control of a business work against 
patronage retention. These factors include death and relocation of patrons.  However, 
although patron relocation to another geographical area, death and financial 
incapacitation work against patronage retention, patronage retention is still the first 
line of defensive in strategic marketing management as it restricts the haemorrhage 
of patrons from a business (Egan, 2011:73). Therefore, patronage retention can only 
be relied on, when patrons have the desire to continue patronising the same business 
entity. The following section will show the significance of re-patronage intention as a 
surrogate indicator for patronage retention (Namkung & Jang, 2007:390). 
5.3 RE-PATRONAGE INTENTION 
Re-patronage intention is a post-dining behavioural intention in the restaurant services 
context (Hwang & Hyun, 2012:665; Namkung & Jang, 2007:390). Intentions are an 
individual’s motivation to perform a specific behaviour and they are proximate 
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predictors of behaviour (Bilic, 2005:244), if the time period between the intended 
behaviour and the actual behaviour is shorter (Eagly & Chaiken, 1993). Re-patronage 
intention which is associated with the conative phases in Oliver’s (1997) patronage 
loyalty model, is shown by the patrons’ strong commitment to buy the product again 
or to re-patronise the service. The re-patronage intention construct will be analysed in 
terms of its conceptualisation and importance to both the businesses and the patrons. 
5.3.1 The conceptualisation of re-patronage intention concept 
Re-patronage intention is conceptualised as the patrons’ articulated likelihood to 
repeat the same patronage behaviour (Khan, Aabdean, Salman, Nadeen & Rizwan, 
2016:87; Hwang & Hyun, 2012:665; Oliver, 1997:28). It is also known as the degree 
to which a patron consciously plans to patronise a specified business in future 
(Warshaw & Davis, 1985:214). These plans are usually a result of experiencing 
service encounter experiences. In marketing studies behavioural intentions such re-
patronage intention have been specified as surrogate indicators of actual patronage 
behaviour (Jang & Namkung, 2009:454; East et al., 2005:11). Patrons usually express 
re-patronage intentions soon after experiencing a service encounter (Asatryan & Oh, 
2008:368). 
The notion that service encounter experiences influence and sustain re-patronage 
intention is widely accepted in the extant services marketing literature (Egan, 2011:58; 
Yang & Chang, 2011:7818; Javalgi & Moreberg, 1997:165; Hassan, 1996:9). Previous 
research has empirically revealed that re-patronage intention is an outcome of 
pleasant service encounter experiences (Hwang & Hyun, 2012:665; Walsh et al., 
2008; Szymanski & Henard, 2001).This relationship between service encounter 
experiences and re-patronage intention is drawn from the theory of planned behaviour 
(Ajzen, 1991) which posits that normative behavioural intentions are regulated by 
attitudes which develop towards an object (Cheng, Lam & Hsu, 2006:96). The 
components of the theory of planned behaviour shown in Figure 5.2 are the following: 
attitude, norm, and control as antecedents of behavioural intentions.  
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Figure 5.2: The theory of planned behaviour 
 
Source: Ajzen (1991:188) 
 
Figure 5.2 shows that the theory of planned behaviour is premised on three distinct 
components which are an attitude towards behaviour, perceived social push to indulge 
in a certain direction, and the ease with which a person can perform certain behaviours 
(Ajzen, 1991:188). Thus the theory of planned behaviour identifies three conditions 
that make re-patronage intention possible. These conditions comprise three 
constructs which are the patron’s attitude, subjective norm, and perceived behavioural 
control (Cheng et al., 2006:100). Each of the predictors of intentions is preceded by 
the following beliefs: salient behavioural beliefs of attitudes, salient normative beliefs 
of subjective norms, and salient control beliefs of perceived behavioural control (Bilic, 
2005:244). 
Attitude is the evaluative judgement of a phenomenon (Ajzen, 1991:188). An 
individual’s judgement of an object or an activity leads to the development of a belief 
which normally takes the form of an attitude. It is the attitude that patrons develop after 
having service encounter experiences that motivates them to develop an intention to 
take a pre-determined future course of action. Attitude emanates from evaluating both 
the positive and the negative aspects of service encounter experiences (Cheng et al., 
2006:101). It is highly likely that positive attitudes are elicited by pleasant service 
encounter experiences, and negative attitudes are evoked by unpleasant service 
encounter experiences. The attitudes that emanate from the service encounter 
experiences determine the future action that the patrons may take. In most cases 
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positive attitudes lead to the intention to spread positive word-of-mouth communication 
and re-patronise the same restaurant business in the immediate future. 
Subjective norm is another determinant of a patron’s re-patronage intentions. 
Subjective norms are the patrons’ perceptions of a course of action that is influenced 
by the significant others (Cheng et al., 2006:101). It is also referred to as perceived 
social pressure in relation to performance of behaviour (Smith, Terry, Manstead, Louis, 
Kotterman & Wolff., 2007:2726). This brings in the role of social influences in 
determining the norms that the patrons are inclined to accept (Kobbeltvedt & Wolff, 
2009:568). Friends, relatives, co-workers or fellow students exert social pressure. In 
the restaurant industry, for instance, people are pressured by subjective norms to 
avoid restaurant food that is unhealthy. Such pressures are likely to influence the 
behavioural intentions of the patrons, making them avoid restaurants that vave menus 
containing unhealthy ingredients. 
The third determinant of a patron’s re-patronage intention drawn from the theory of 
planned behaviour is perceived behavioural control (Ajzen, 1991:183), which refers to 
one’s ability or the perceived ease with which the patron can embark on an intended 
course of action (Morling & Fiske, 1994:719). The concept of perceived behavioural 
control is drawn from Bandura (1982)'s concept of self-efficacy and locus of control 
which is rooted in the social cognitive theory. Self-efficacy is related to the conviction 
with which the patrons can successfully take the desired course of action (Bandura, 
1982:122). If a person perceives that acting in a certain manner may be difficult, then 
it is likely that he will not have the intention to take the relevant action (Kobbeltvedt & 
Wolff, 2009:568). Ajzen (1991:183) noted that the resources and opportunities at one’s 
disposal dictate the likelihood of behavioural achievement. However, if a person 
perceives that it is within his power and ability to behave in a certain way, then there 
is a higher probability that his intention to do so may be fulfilled (Cheng et al., 
2006:102). The behaviours that generate intentions are usually voluntary (Ajzen, 
1991:181). In the service encounter experiences scenario most patrons engage in 
voluntary behaviours that may implant intentions to perform again in the immediate 
future. In the restaurant industry this may include patrons having to choose to dine in 
the restaurant of their choice, select their preferred meals, and dine at their own 
convenience.  
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Perceived behavioural control in service encounter experiences is manifested through 
patrons’ ability to influence the service provider to customise offerings to suit their 
service needs (Asatryan & Oh, 2008:366). That way the patrons may end up having 
service encounter experiences that meet or exceed their needs, consequently 
reinforced desires to re-patronise the same service provider in the near future. Patrons 
will thus have a sense of belonging to a service business (Asatryan & Oh, 2008:366). 
Perceived behavioural control during service encounter experiences emanates from 
the inclusion of the patrons in service design and delivery (Asatryan & Oh, 2008:366).  
This involves engaging patrons into service delivery participation and co-production 
(Dabhlokar, 1990:484) which allows them to shape their service encounter 
experiences making them more pleasant (Ford & Heaton, 2001:50). Furthermore, 
patron participation tie the patrons to the service business and in the process create 
future re-patronage intentions (Pierce et al., 2003:92).  
These intentions tend to be stable over time as long as the patron maintains the same 
conditions for all proximal determinants of intentions (Pierce et al., 2003:89). However, 
the accuracy of intentions in determining future behaviour is tampered with time. The 
longer it takes between the declarations of intentions and performance of behaviour, 
the less strong are the intentions in predicting the behaviour (Cheng et al., 2006:100). 
This may be due to the intervening events that may affect one’s declared intentions.  
Thus, in the context of services consumption, the theory of planned behaviour 
assumes that service encounter experiences generate emotions which elicit attitudes 
that later transform into behavioural intentions such as re-patronage intention. 
Previous studies reveal that the three determinants of intentions in the theory of 
planned behaviour can account for 39-42% of the variation in the intentions formation 
and intentions can explain 34% of the variance in actual behaviour (Armitage & 
Conner, 2001; Godin & Kok, 1996; Sheeran & Taylor, 1999; Trafimow, Sheeran, 
Conner & Finlay, 2002). Thus, when the attitude towards certain behaviour is 
favourable, the subjective norm is encouraging, and the perceived behavioural control 
is greater, then the intentions to perform the behaviour in question are strong (Ajzen, 
1991). 
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5.3.2 The importance of the re-patronage intention concept 
Re-patronage intention is beneficial to both the business entities and the patrons. 
Businesses are believed to generate most of the revenue from repeat patronage. It is 
actually possible for businesses to plan for their future development through relying 
on re-patronage intentions of their patrons since re-patronage intentions are the 
surrogate indicators of actual patronage behaviour (Cheng et al., 2006:100). Patrons 
also benefit from reduced search costs when they develop re-patronage intentions as 
they will shield themselves from costly search for alternatives. 
More importantly, the benefits of patronage retention discussed in section 5.2 equally 
apply to re-patronage intention. Thus in summary, having patrons with the intention to 
re-patronise makes business planning much easier (Godson, 2009:76-78), leads to 
profitability (Hill et al., 2006:9), increases incidences of positive word-of-mouth 
communication (Wong, 2004:367), makes personalisation of services possible(Eagan, 
2011:119), reduces the patrons’ service search costs (Buttle, 2009:188), and enables 
patrons to receive special treatments (Lovelock & Wirtz, 2011:340). 
5.4 PATRONAGE LOYALTY 
Patronage loyalty, as an outcome of service encounter experiences, is closely related 
to patronage retention. Patronage loyalty is one of the most common outcomes of a 
service encounter experiences. Patronage loyalty can be understood through 
analysing its conceptualisation, models and importance to both businesses and 
patrons. 
5.4.1 The conceptualisation of patronage loyalty 
A growing number of both academics and practitioners have shown a sustained 
interest in patronage loyalty (Gracia, Bakker& Grau. 2011; Oliver, 1997; 1999; Gremler 
& Brown, 1996; Dick & Basu, 1994; Eagly & Chaiken, 1993; Reichheld & Sasser, 1990; 
Westbrook, 1987; Jacoby & Chestnut, 1978). Academics and practitioners, alike, 
concur that patronage loyalty occupies a more central role in contemporary business 
management than ever before (Han & Hyun, 2012:40). Patronage loyalty is defined as 
positive feelings exhibited by patrons towards brands, services, stores, products, or 
activities (Egan, 2011:57; Godson, 2009:102) in a market where competing products 
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and services are readily available (Neal, 1999:21). However, patronage loyalty is a 
complex construct, as is evidenced by the lack of a consensus on its definition 
(Tideswell & Fredline, 2004:187). A search in the extant services marketing literature 
reveals that there are multiple conceptualisations of the patronage loyalty construct. 
The most common conceptualisations of the patronage loyalty construct are the 
unidimensional approach, and the bi-dimensional approach. 
5.4.1.1 The unidimensional approach 
The earliest conceptualisation of patronage loyalty is based on the unidimensional 
approach. The unidimensional approach regards patronage loyalty as being made up 
of the behavioural dimension only (Hennig-Thurau et al., 2002:231; Gee et al., 
2008:209). Behavioural loyalty is defined as an overt action involved in patronising a 
service (Khan et al., 2016:87). The implication of the unidimensional approach is that 
patronage loyalty is evidenced by the repeat purchase behaviour of the patrons and 
positive word-of-mouth communication (Akbar, 2013:81). Thus, the more the patrons 
exhibit the behaviours such as repeated patronage and the spreading of positive word-
of-mouth communication, the more they are regarded as being loyal (Yang & 
Peterson, 2004:802). Consequently, the traditional operalisation of patronage loyalty 
used behavioural measures only. 
However, the view by most business practitioners that repeat purchases are 
synonymous with patronage loyalty is mistaken or misplaced (Han & Hyun, 2012:43). 
Instead, behavioural loyalty has much in common with patronage retention (East et 
al., 2005:13). Patronage loyalty is more than the behavioural activity of repeat 
patronage (Rahman, 2006:23). Extant marketing literature has documented quite a 
number of reasons why patrons may continue to patronise a business entity without 
actually being loyal to it. Some of the reasons are identified and explained below. 
In monopoly industries where there are only a single supplier in a given market 
segment, patrons have no choice except to continue to acquire their products or 
services from the available supplier (Porter, 1980; 2008). In such cases, patrons may 
not be loyal to that single business, but are forced to continue because they do not 
have alternative suppliers. Lack of alternatives has mistakenly led many monopoly 
businesses to believe that patrons are loyal to them. It is only upon the entrants of 
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competitors in a given market segment that monopoly businesses may realise how 
less loyal their patrons may be. In the restaurant industry in Zimbabwe, some 
restaurant businesses tend to be located in geographical market segments that where 
they eventually become monopolies. However, as they develop the market, the market 
becomes big enough to attract more competitors who may help to reveal the 
diminishing loyalty of their original patronage base. 
Moreover, inertia which is associated with behavioural loyalty may be construed as 
true patronage loyalty (Eagan, 2011:134). Inertia is a situation in which repeat 
patronage is a result of mere habit or routine (Khan et al., 2016:85). Inertia stems from 
the fact that some patrons may lack the drive to evaluate the quality of the services 
that they received (Zeithaml et al., 2013:161; Bloemer & de Ruyter, 1998:501), or they 
are unwilling to search for alternatives (Khan et al., 2016:85), especially, where 
nothing has gone contrary to their expectations (Johnson & Mathews, 1997:536). This 
may result in spurious loyalty or passive loyalty which may tilt when something new 
emerges in the market (Eagan, 2011:135; Singh & Sirdeshumukh, 2000:161; 
O’Malley, 1998:48; Buttle, 1997:145; Dick & Basu, 1994:101; Storbacka et al., 
1994:28). Therefore, Cumby and Barnes (1998:56) are of the view that inertia is 
sometimes mistakenly regarded as patronage loyalty.  
Convenience has led many patrons to constantly revisit the same business entity over 
and over again (Harrington et al., 2012:441). However, this should not be construed 
as patronage loyalty. Through patronising the same restaurant business the patrons 
are able to save time by not having to visit far or distant restaurant businesses 
(Zeithaml et al., 2013:446). Moreover, patrons who seek convenience normally 
patronise the restaurant businesses where they have low involvement. In consumer 
behaviour, low involvement connotes that a patron does not regard the purchased 
product as very important to his needs although it may be necessary (Arnould et al., 
2005:285). Mostly, low involvement products are less costly and are easily available 
with less significant brand differences. This situation is common with most services 
and products in fast-food restaurant businesses. Therefore, repeated purchasing or 
consumption of services that are in the low involvement category should not be 
construed as patronage loyalty. 
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Sometimes patrons may lack information about the availability of alternative products 
or services (Han et al., 2011:55; Tideswell & Fredline, 2004:187). This may ultimately 
cause them to patronise the same services from the same business entity from time 
to time. However, such a type of spurious loyalty may be affected by a shift when 
patrons are informed about alternative services from competing businesses.  
Patrons can sometimes develop a habit as a result of previous loyalty levels. This habit 
may continue regardless of the changing circumstances in the levels of delivered 
services. This habit however, may not be counted on in circumstances where 
competition eventually becomes intensive. Actually, it is the patrons that patronise, out 
of habit, a restaurant business which is targeted by competitors. Moreover, patrons 
may also patronise a business without necessarily being loyal but because of high 
switching costs imposed by the businesses (Zeithaml et al., 2013:162). Switching 
costs may involve the cost of finding new suppliers and having to create a new 
relationship with them (Han & Ryu, 2012:98). They may also involve having to create 
new emotional bonds and determining the compatibility of new supplier’s products with 
the patron’s existing operational systems. 
In conclusion, the behavioural approach that forms the basis of patronage loyalty 
under the unidimensional approach has been criticised for presenting portraying an 
incomplete characterisation of patrons’ loyalty. Kumar and Shar (2004:319) posit that 
behavioural loyalty is an unreliable predictor of the patron’s profitability to a business. 
An empirical study by Reinartz and Kumar (2002) lends empirical support to the 
assertion that there is a weak correlation between behavioural loyalty and profitability. 
Jacoby and Chestnut (1978:57) advocate that both behavioural and attitudinal 
approaches to understanding and explaining patrons’ loyalty should be taken into 
account. As a result, previous researches have used both attitudinal and behavioural 
measures to define patronage loyalty (Yang & Peterson, 2004:801). 
5.4.1.2 Bi-dimensional approach 
The initial conceptualisation of patronage loyalty as a unidimensional construct was 
advanced by the addition of the attitudinal dimension (Han & Hyun, 2012:43; Oliver, 
1999:372; Dick & Basu, 1994). Thus, patronage loyalty is conceptualised as a deeply 
held commitment to patronise the same service in a market that has some alternative 
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products (Oliver, 1997:372).Commitment, as a component of loyalty, has been defined 
as an enduring desire to continue in a relationship (Moorman, Zaltman & Deshpande, 
1992:316). The definition of patronage loyalty by Oliver et al. (1999) which is adopted 
by many scholars implies that there is a positive correlation between attitude and 
behaviour in the conceptualisation of patronage loyalty (East et al., 2005:11). 
The attitudinal perspective defines patronage loyalty as the psychological commitment 
towards a brand or a business (Han & Ryu, 2009:492). Thus, it can be deduced that 
patronage loyalty is a psychological disposition that clearly involves attitudes 
(Sirdeshmukh, Singh & Sobol, 2002:20). This suggests that patronage loyalty is 
partially an attitudinal construct (Lovelock & Wirtz, 2011:338; Eagan, 2011:57; Walsh 
et al., 2008:982; Jayawardhen, et al., 2007:578; Back & Parks, 2003:121; Hart et al., 
1999:545; Bloemer & de Ruyter, 1998:500; O’Malley, 1998:50; Javalgi & Moberg, 
1997:165; Dick & Basu, 1994:99).  
An attitude is a psychological tendency which is evaluative in nature (Baron, Conway 
& Warnaby, 2010:46; Blackwell, 2006:392; Eagly & Chaiken, 1993:1). Evaluative 
responses to an attitude are found in three categories, namely, cognition, affect, and 
conative (Eagly & Chaiken, 1993). The cognitive category comprises thoughts and 
ideas about an attitude object. Loyalty develops in a sequence that starts with a 
cognitive element that is followed by an affective element (Gracia et al., 2011:459). In 
other words, patrons come to know of a service or a product which is an activity in the 
cognitive domain, and then develop an affective state which is an attitude (Baron et 
al., 2010:47). The affective category is made up of feelings and emotions about an 
attitude object. The conative category consists of intentions to act, as a response to 
an attitude object. In this study, the attitude objects are the service encounter 
experiences that a patron undergoes in a restaurant business. Therefore, attitudinal 
loyalty is an interaction between cognitive, affective and conative aspects of a service 
encounter (Kumar & Shar, 2004:318). 
Patronage loyalty, as an attitude, is characterised by the following: (a) stability over 
time, (b) influence on patrons’ information processing, (c) resistance to persuasion, 
and (d) impact on behaviour (Armitage & Conner, 2001:471; Krosnick & Petty, 1995). 
As an attitude, patronage loyalty varies along various dimensions, some of which are: 
valences, extremity, resistance, confidence and accessibility (Blackwell et al., 
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2006:396). Attitude valence, relates to the negative or positive state of an attitude. 
Attitude extremity, relates to the intensity of an attitude. Attitude resistance refers to 
the stability of an attitude. Attitude confidence refers to one’s belief in the correctness 
of one’s attitude. Confidence emanates from an individual’s direct experience with a 
product or service (Blackwell et al., 2006:399). Thus, the behaviour of patrons is a 
direct result of confidently held attitudes. Lastly, attitude accessibility refers to the 
retrieval of attitude from memory through the process of remembering. Attitudes that 
cannot be remembered are less influential to behaviour (Blackwell et al., 2006:399). 
Advocates of the attitudinal perspective of patronage loyalty assert that attitudinal 
loyalty is a robust predictor of future patronage (Hussein & Ismail, 2015:68). This 
means that, by merely determining the levels of their patrons’ attitudinal loyalty, 
businesses can have a clear idea of how their patrons are likely to patronise their 
services in future. 
Despite being widely adopted Oliver’s (1999) definition of patronage loyalty has been 
roundly criticised by East et al. (2005:11) for its inclusion of a causal explanation in its 
conceptualisation. The major problem with the incorporation of a causal explanation 
in a definition is that it is impossible to test causality without circularity (East et al., 
2005:11). In other words, the same consequences of a phenomenon may act the as 
antecedents of the same phenomenon. Moreover, in practice complex definitions of 
business constructs have operational definitions that do not correspond with their 
measures. Complex definitions are only justifiable in cases where one dimension of 
the construct is insufficient to capture the conceptual domain of the focal construct. 
Thus, East et al. (2005:11) advocate simple definitions that express the essence of 
the concept without incorporating the possible antecedents and consequences. 
However, the most important ideas that can be distilled from the definition of patronage 
loyalty proposed by Oliver (1999), is that there is a great affinity between behavioural 
and the attitudinal aspects of patronage loyalty. However, what is debatable is which 
one comes first before the other. Patrons can first behave and then develop attitudes 
or they can have attitudes that can determine their behaviour (Pastorino & Doyle-
Portillo, 2012:451). 
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Various scholars in the field of marketing insist that true patronage loyalty should have 
a behavioural dimension accompanied by an attitudinal dimension (Han & Hyun, 
2012:43; Han & Ryu, 2009). The shortcomings of the unidimensional approach that 
heavily relies on the behavioural dimension alone to determine patronage loyalty, as 
discussed above, has led to the bi-dimensional approach in determining patronage 
loyalty. The bi-dimensional approach discussed in section 5.4.1.2 regards patronage 
loyalty as a combination of both the behavioural and the attitudinal dimensions. 
However, the idea that patronage loyalty is conceptualised as the congruence 
between behaviour and attitude is ill-founded (East et al., 2005:11). East et al. 
(2005:11) argues that the everyday usage of loyalty seems to be more inclined 
towards behaviour than attitude. East et al. (2005:11) further gives an example of a 
patron who, in spite of having had misgivings about a service, continued to support 
the business through repeat patronage. Moreover, most of the loyalty programs 
implemented by businesses tend to reward behavioural loyalty (Kumar & Shar, 
2004:318). 
The inclusion of attitudes in the conceptualisation of the patronage loyalty construct 
gave birth to a number of patronage loyalty models. The most common patronage 
loyalty models in the extant marketing literature are a hybrid of the interaction between 
both the behavioural and attitudinal dimensions.  
5.4.2 Patronage loyalty models 
There are two compelling models of patronage loyalty in the extant marketing 
literature. The first comes from Dick and Basu (1994) and the second comes from 
Oliver (1997). These models are identified as the classification of service the loyalty 
model and the four stage loyalty model, respectively. 
5.4.2.1 The classifications of the service loyalty model 
Dick and Basu (1994) formulated four categories of loyalty, namely, sustainable 
loyalty, latent loyalty, spurious loyalty, and no loyalty which are shown in Figure 5.3.  
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Figure 5.3: Classification of service loyalty 
 
Source: Dick and Basu (1994) 
 
The classification of service loyalty model by Dick and Basu (1994) shows how the 
attitudinal dimension of patronage loyalty is intertwined with the behavioural dimension 
of patronage loyalty. 
Latent loyalty is characterised by a strong attitude towards a service, but low 
patronage (Makanyeza, 2015:312). Latent loyals have limited use of the service 
despite possessing a positive attitude (Tideswell & Fredline, 2004:188). In the 
restaurant industry latent loyals are those patrons with limited income that reduces 
their level of patronage, but their attitude towards the restaurant services would be 
high and positive. 
On the other hand, spurious loyalty is associated with a weak attitude which 
accompanies high patronage. Patrons with spurious loyalty usually patronise the 
services on offer out of habit rather than possessing a positive attitude (Tideswell & 
Fredline, 2004:188). In the restaurant industry spurious loyalty is associated with those 
patrons that frequent a restaurant which probably operates as a monopoly in a specific 
geographical area. 
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No loyalty scenario comprises low repeat patronage and weak relative attitude 
(Tideswell & Fredline, 2004:188). These are probably the type of patrons that are 
disinterested with the service on offer. They infrequently patronise the service and, in 
rare cases in which they patronise the service, it may be as a result of convenience or 
occasional lack of alternatives. In the restaurant industry no loyals are observed in a 
situation where the patrons do not have a favourable attitude towards the restaurant 
services on offer and subsequently infrequently patronise the services on offer in the 
concerned restaurants. 
True loyalty is characterised by sustained preference for a brand of a service that is 
accompanied by behavioural activities like purchase and consumption (Bloemer & 
Kasper, 1995:313). True loyalty is also accompanied by a strong commitment to 
continue patronising the same service business (Makanyeza, 2015:312). In the 
restaurant industry true loyals are characterised by strong repeat patronage and 
strong attitudes towards the target restaurant businesses. 
5.4.2.2 The four stage loyalty model 
Oliver’s (1997; 1999) conceptualisation of loyalty views loyalty as a sequential 
progression in phases reflecting the information processing theory as the basis for its 
sequential nature. Patronage loyalty develops through a sequence of four conceptual 
phases which are, the cognitive, affective, conative and behavioural (Oliver, 1997). 
The consecutive progression of loyalty received empirical support from many studies 
(Roy, Butaney & Bhutaney, 2009; Blut, Evanschitzky, Vogel & Ahlert, 2007). Figure 
5.4 shows the progression of patronage loyalty from the attitudinal form to the 
behavioural form. 
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Figure 5.4: Four stage loyalty model 
 
Source: Oliver (1999) 
The cognitive phase of patronage loyalty is also known as the knowledge based loyalty 
(Han & Hyun, 2012:44). The cognitive phase is associated with the patrons’ thoughts 
(Back & Parks, 2003:123). The cognitive phase is also characterised by preferences 
for a specific brand among accessible alternatives on the basis of prior knowledge and 
experience or brand attribute information. This prior knowledge could be acquired 
through an actual service encounter experience or accounts from others who have 
had the same service encounter experiences. Cognitive loyalty is also based on beliefs 
and functional characteristics like the cost of experiencing a service. Such beliefs are 
a result from information acquired from acquaintances that had prior experience with 
the service or compelling marketing communication stimuli.  
The cognitive phase of patronage loyalty is unsustainable and is shallow in nature as 
it can easily shift upon the emergence of better alternatives from competitors (Han & 
Hyun, 2012:44). Patrons exhibiting cognitive loyalty can easily get swayed by 
competing arguments from competitors in the same industry. If the service delivered 
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is satisfactory, a patron moves to the next phase which is the affective loyalty phase 
(Oliver, 1997). 
The affective phase of loyalty develops on the basis of cognitive assessments that are 
associated with the previous phase. Affective loyalty is the function of patrons’ moods 
and emotions (Back & Parks, 2003:123). These moods and emotions are elicited from 
service encounter experiences. Patrons’ moods and motions develop into attitudes 
which are like feelings towards a service or a brand. Affective loyalty also develops 
through imagery and association of a product with an item which other patrons like 
and cumulative positive service encounter experiences. The propensity to switch at 
this phase is not as high as it is at the cognitive phase of loyalty since patrons 
exhibiting affective loyalty tend to develop emotional attachments to a service or 
product. However, even if affective loyalty is not easily dislodged, it is still volatile in 
the sense that, if better opportunities present themselves, patrons can still defect. 
Repeated positive service encounter experiences propel patrons to the next phase 
which is the conative loyalty phase (Oliver, 1997). 
The third stage which is the conative phase is associated with the re-patronage 
intention (Back & Parks, 2003:123). The conative phase of patronage loyalty states 
that as the patron continues to receive pleasant service encounter experiences he/she 
develops a deeply held commitment to re-patronise the same service again. The future 
intentions of patrons were, in the previous empirical studies, found to correspond 
positively with the actual purchase behaviour. The conative phase of loyalty is 
synonymous with re-patronage intention which was discussed in detail in section 5.3 
above. 
The first three phases of loyalty in the model by Oliver (1999), namely, cognitive, 
affective and conative are part of the attitudinal dimension of patronage loyalty as 
demonstrated in Figure 5.4. The patrons graduate from the attitudinal level of loyalty 
to the behavioural level of loyalty which Oliver (1999) termed action loyalty. Action 
loyalty is characterised by repeat patronage over a considerably long period of time 
and the spreading of positive word-of-mouth communication (Sharmeela-Banu & 
Gengeswari, 2013:87). Repeat patronage as a variant of the action loyalty is defined 
as successive patronising of the same service over a specific period of time (Yang & 
Peterson, 2004:802). The other variant of action loyalty is word-of-mouth 
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communication which is defined as an endorsement of the restaurant business’ 
services by patrons who had experienced pleasant service encounter experiences 
(Sharmeela-Banu & Gengeswari, 2013:90). In the restaurant industry action loyalty 
can be observed when patrons repeatedly patronise the same restaurant business 
and spread positive word-of-mouth about their preferred restaurant business. 
5.4.3 The importance of patronage loyalty 
Patronage loyalty as one of the important concepts in business management has 
many benefits to both businesses and patrons alike. Patronage loyalty is a source of 
competitive advantage in the sense that it tends to benefit businesses through the 
spreading of positive word-of-mouth communication, increased orders, the loyalty of 
patrons who are less price sensitive and reduced defections of patrons due to 
competitors’ actions (Reichheld, 1996). 
Loyal patrons are those who are satisfied with their service encounter experiences and 
therefore they are likely to spread positive word-of-mouth communication (Wong, 
2004:367; Back & Parks, 2003:119; Sing & Wilkes, 1996:361). Research has shown 
that a patron who has gone through pleasant service encounter experiences is likely 
to spread positive word-of-mouth communication to at least three potential patrons. In 
a study by Szymanski and Henard (2001) it was found that loyal patrons do not indulge 
in negative word-of-mouth communication. Thus, loyal patrons are good ambassadors 
to the restaurant businesses and are not only cheap to maintain, but are also sources 
of credible information about the business (Westbrook, 1987:261). 
Businesses benefit from patronage loyalty through word-of-mouth communication 
(Lovelock & Wirtz, 2011:339; Schiffman et al., 2010:13; Asatryan & Oh, 2008:369; 
Dick & Basu, 1994:107). Word-of-mouth communication is an informal interpersonal 
interaction among patrons on the usage, possession, ownership, or experiences with 
particular services or goods (Westbrook, 1987:261; Arndt, 1967:190). Word-of-mouth 
communication, as a construct in a business sense, is operationalised as the 
frequency of communication, number of contacts in a given period of time, praise 
issues about the business and the details of the shared information (Harrison-Walker, 
2001). 
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Positive word-of-mouth communication by patrons is rooted in the organisational 
citizenship behaviours concept. Organisational citizenship behaviours are defined as 
discretionary behaviours that are not recognised in the formal reward system (Organ, 
1988:4). In the case of positive word-of-mouth communication organisational 
citizenship behaviours point to the patrons’ voluntary performances. These 
organisational citizenship behavioural activities are beneficial to the business as long 
as they are consistent with the business objectives (Bove et al., 2009:699). 
Patronage loyalty plays a vital role in situations of service failure and recovery (Mattila, 
2001:591). Loyal patrons are easily recovered in the event of a service failure (Ashley 
& Varki, 2009:22). Service failure is the business’ inability to meet patrons’ needs, 
while service recovery refers to the actions that a business takes to rectify service 
failures (Ahmad, 2002:9; Palmer, 2001:492). In the restaurant industry a bad meal 
signifies service failure while compensating a patron for a bad meal is service 
recovery. Loyal patrons refrain from complaining to third parties as that act has severe 
consequences to the business entity. In other words, the zone of tolerance for loyal 
patrons is wider than that of less loyal patrons (Parasuraman, Berry & Zeithaml, 
1991:42). The zone of tolerance is the extent to which patrons are willing to accept 
variations in the delivered service (Zeithaml et al., 2013:54). This means that loyal 
patrons are much less easily offended by normal service failures than those patrons 
that have no favourable attitudes towards a service business. 
Patronage loyalty also benefits businesses through increased revenue (Wong, 
2004:367) as a result of loyal patrons’ willingness to pay premium prices (Lovelock & 
Wirtz, 2011:339; Schiffman et al., 2010:13; Asatryan & Oh, 2008:369; Wong, 
2004:367; Back & Parks, 2003:119). This is substantiated by the fact that loyal patrons 
are price insensitive and less likely to have their attitudes affected by price increases 
(Makanyeza, 2015:310; Reichheld & Sasser, 1990). 
Moreover, loyal patrons have competitive resistance since they are not likely to get 
tempted by service offerings from competitors (Asatryan & Oh, 2008:369; Wong, 
2004:367). Competitive resistance is defined as the patrons’ tendencies to disregard 
any offers from a business’ competitors (Asatryan & Oh, 2008:369). This suggests that 
loyal patrons are insulated against competitive offers from competitors in the form of 
lower prices, location convenience and convenient operating hours (Dick & Basu, 
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1994:107). Loyal patrons further shun competitive promotional messages and product 
trials of new offerings from competitors (Oliver, 1999:37). 
Furthermore, loyal patrons are quick to accept promotional massages and new service 
offerings from the same business (Back & Parks, 2003:119; Dick & Basu, 1994:107). 
This implies that whenever a business introduces a new service into the market it is 
its loyal patrons that constitute a larger percentage of early adopters (Makanyeza, 
2015:313; Duffy, 2003:480). 
5.5 SUMMARY 
This chapter has explored the conceptual domains of the three important business 
constructs which are patronage retention, re-patronage intention and patronage 
loyalty. This chapter also investigated the structure and dimensions of the three 
hypothesised outcomes of service encounter experiences. The reviewed constructs 
have provided a solid conceptual pedestal for the conceptual model presented in the 
next chapter. 
Patronage retention, re-patronage intention, and patronage loyalty discussed in this 
chapter have proved to be very important patronage outcomes of service encounter 
experiences. However, patronage retention alone without patronage loyalty or 
patronage loyalty without patronage retention is unsustainable. Therefore, 
researchers sought to integrate these two concepts in order to work out meaningful 
and reliable patronage outcomes. The chapter presented a matrix which shows the 
relationship between patronage loyalty, labelled as relative attitudinal strength, and 
patronage retention, labelled as repeat purchase behaviour.  
The Chapter Six presents a detailed synthesis of all the identified constructs in this 
study. It provides the grounds on which the relationship between the constructs in this 
study is supported by existing theoretical and empirical evidence. Chapter Six further 
presents a proposed conceptual model of service encounter experiences construct 
that is discussed in Chapter Four, as the central variable, service contact levels, 
ambience factors, service delivery quality, and typology of patrons also discussed in 
Chapter Four as the antecedents, and patronage retention, re-patronage retention, 
and patronage loyalty discussed in this chapter as the outcomes. 
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CHAPTER SIX 
A MODEL FOR SERVICE ENCOUNTER EXPERIENCES IN THE 
RESTAURANT INDUSTRY 
6.1 INTRODUCTION 
The previous chapters extensively reviewed literature on the major concepts and 
constructs that lead to service encounter experiences in the restaurant industry and 
the outcomes of the service encounter experiences concept. The notable antecedents 
of service encounter experiences discussed in the previous chapters are service 
contact levels, ambience factors, service delivery quality, and the typology of patrons. 
The identified outcomes of the service encounter experiences in the restaurant 
industry are: patronage retention, re-patronage retention, and patronage loyalty. 
This chapter is a logical development of the previous chapters, in that, it seeks to give 
a synthesis of how the constructs discussed in the previous chapters relate to the 
central construct which is service encounter experiences. The relationship of all these 
variables to the service encounter experiences concept will be established in this 
chapter on the basis of the available theoretical and empirical literature.  
6.2 SERVICE ENCOUNTER EXPERIENCES 
The concept of service encounter experiences is one of the central constructs in the 
services business (Solomon et al., 1985:100). Service encounter experience is defined 
as the sensations that patrons are exposed to during service encounters (Lin & Liang, 
2011:353; Lin & Lin, 2011:187; Ryu & Han, 2010:312; Kim & Jin, 2011:123; Oliver, 
1999:34; 1997:13). A service encounter is defined as the interaction between the 
patrons and both the service employees and service facilities (Svensson, 2006:246). 
Service employees are staff members who are directly responsible for service delivery 
(Yeeet al., 2008:656). Service facilities are physical elements that facilitate service 
delivery (Verhoef et al., 2009:36). 
Early conceptualisation of the service encounter concept regarded it as a dyadic 
interaction between the patrons and service employees (Surprenant & Solomon, 
1987). Later, service encounter was conceptualised as a triadic interaction between 
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the patrons and both the service employees and service facilities (Lin & Mattila, 
2010:823; Han & Ryun, 2010:97). In this study a dyadic interpretation of a service 
encounter was adopted. Service encounters occur when a patron visits a business for 
the purposes of conducting a transaction. There is a simultaneous production and 
consumption of a service during the service encounter which culminates in the 
generation of experiences (Surprenant & Solomon, 1987).  
Service encounter experiences as a construct is widely studied in the extant literature 
related to the restaurant industry. However, its study is based on a limited view as 
either customer satisfaction or perceived service quality (Lemon & Verhoef, 2016:70-
71).  
6.3  THE ANTECEDENTS OF SERVICE ENCOUNTER EXPERIENCES 
There is little that is known about the antecedents of service encounter experiences in 
the restaurant industry (Ali & Omar, 201417). Previous studies ascertained that there 
are three major antecedents of service encounter experiences in dining services which 
are: ambience also known as atmospherics, food quality, and service quality (Lui & 
Jang, 2009: Namkung & Jang, 2007: Sulek & Hensley, 2004). This study has identified 
some of the antecedents of service encounter experiences in restaurant businesses 
such as service contact levels, ambience factors, service delivery quality and the 
typology of patrons.  
6.3.1  Service contact levels 
The service contact level is one of the major antecedents of service encounter 
experiences from dining in restaurant businesses. The concept of service contact 
levels originate from the works of Chase (1978; 1981). Service contact refers to the 
duration, frequency, intensity and variety of encounters between the patrons and either 
or both the service personnel and service facilities (Chase, 1981:69). 
Service contact levels can be categorised as either high or low (Lovelock & Wirtz, 
2011:69). High service contact levels are associated with high levels of human 
interactions during service delivery, while low service contact levels are associated 
with minimal or the absence of human contact during service delivery. High service 
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contact level businesses are characterised by the presence of a patron during the 
service delivery (Lovelock & Wirtz, 2011:71). In high service contact businesses the 
entire service is produced and consumed while the patron is in the presence of the 
service business (Yee et al., 2008:653). In high contact services the patrons remain in 
the restaurant throughout the entire service delivery process. This has some 
implications on quality control and the physical appearance of the service facilities. 
Low service contact businesses are characterised by having a part of the service being 
produced without the direct involvement of a patron. In low service contact businesses, 
the patron can receive services without necessarily being at the facilities of the service 
business usually through the facilitation of technology (Lovelock & Wirtz, 2011:69). In 
the restaurant industry, full-service restaurants are associated with high service 
contact levels, while fast-food restaurants are characterised by low service contact 
levels (Mathe & Slevitch, 2013:34). 
There are reasonable grounds to suggest that higher service contact levels lead to 
highly pleasant service encounter experiences, while lower service contact 
businesses lead to less pleasant service encounter experiences. The basis for that 
claim is grounded on the ability of patrons to demand customised services, quality 
control, and the experiential benefits of interacting with the service employees. 
High service contact levels are likely to elicit pleasant service encounter experiences, 
while low service contact levels may generate less pleasant service encounter 
experiences. The assumption behind this proposition is that patrons tend to attain 
some form of satisfaction through interaction with service employees. Therefore, the 
minimal presence of service employees in low service contact restaurants may not 
generate the maximum levels of satisfaction that the patrons may wish to attain. The 
patrons tend to desire customised services in restaurants. Customised services are 
difficult to generate where there is a minimal presence of service employees. This is 
unlike the situation in high service contact levels where there is a close interaction 
between patrons and service employees. In high service contact businesses, service 
employees are in a position to develop an awareness of and respond to patrons’ goals 
and needs (Bulgarella, 2005:2). In high service contact scenarios patrons are able to 
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get full explanation of the services on offer, can promptly lodge their queries, and can 
get attended to, in a manner they prescribe. 
A search in the extant literature reveals that there are no empirical studies that sought 
to link service contact levels to service encounter experiences. However, theoretically, 
the relationship between service contact levels and service encounter experiences 
can be established by using the balance theory by Heider (1958). The theory assumes 
that in a triadic relationship involving two persons and an object, the attitudes of 
individuals can either be balanced or unbalanced. The relationship is balanced if two 
individuals have the same attitude towards an object, and unbalanced if they differ. An 
unbalanced situation leads to cognitive tensions which ignite activities that balance the 
state of attitudes. In order to avoid cognitive tension, one person has to change his/her 
attitude towards the object. In most businesses, service employees have stronger 
attitudes than patrons about the services on offer. Therefore, unsatisfied patrons can 
be assumed to adapt their neutral attitudes to the positive attitudes of the service 
employees with whom they are in contact (Wangenheim et al., 2007: 692).  
On the bases of the arguments presented above, it is accordingly hypothesised that: 
HO1:  There is a relationship between service contact levels and service encounter 
experiences in the restaurant industry. 
6.3.2 Ambience factors 
Ambience factors are the other antecedent of service encounter experiences that 
patrons attain when they patronise a restaurant business. Ambience is defined as the 
atmosphere in a restaurant business (Zeithaml et al., 2013:296). Ambience, also 
known as ambient factors, is the invisible and inanimate background conditions of a 
service environment that consciously and subconsciously affect the five senses of the 
patrons (Lin & Liang, 2011:355; Zeithaml et al., 2013:296) such as olfactory, visual, 
aural, and tactile (Hwang & Hyun, 2012:660). There are various ambience factors that 
are associated with the restaurant industry, but the most important are music, smell, 
light, temperature, decor, and cleanliness. The role of ambience factors, as part of the 
physical environment which elicits service encounter experiences has enjoyed little 
researches (Fernandes & Neves, 2014). 
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The ambience factors in a restaurant business determine the pleasantness of the 
patrons’ service encounter experiences (Ali & Omar, 2014:178). In a study by Lin and 
Liang (2011:360) the ambience in restaurant businesses is found to be positively 
related to pleasant service encounter experiences. A study by Spence and Piqueras-
Fiszman (2012) reveals that ambience light draws many more patrons to restaurant 
businesses when it is dimmer than when it is brighter. Another study by Gal, Wheeler 
and Shiv (2007) reports that the type of coffee required by patrons varies depending 
on the intensity of brightness in the restaurant. In that study patrons were observed to 
prefer strong coffee when lighting was bright and weaker coffee when lighting in the 
restaurant was dim. Spence et al. (2014:475) also propose that the tempo of music 
moderates the levels of service encounter experiences in restaurant businesses. 
The major shortcomings, in most of the previous studies of the effect of ambience 
factors on service encounter experiences, are that they focus on single aspects of 
ambience factors such as scent, music, light, and temperature, yet in reality, most 
ambience factors consists of multisensory environments (Spence et al., 2014:480; 
Mattila & Wirtz, 2001:273-274). This study seeks to overcome the shortcomings in the 
previous studies through relating multiple elements of restaurant ambience to service 
encounter experience. While acknowledging the importance of various sensory stimuli 
that make up the ambience factors of a restaurant business, Spence et al. (2014:481) 
warned against sensory overload. Sensory overload is a situation in which the 
ambience is made up of too many sensory touch points.  
On the basis of the above discussion it is hypothesised that: 
HO2:  There is a relationship between ambience factors and service encounter 
experiences in the restaurant industry. 
6.3.3 Service delivery quality 
Service delivery quality also simply known as service quality in the extant marketing 
literature was conceptualised by Donabedian in the 1960s (Svensson, 2006:247). 
Service delivery quality is defined as an evaluation of the manner in which a delivered 
service conforms to the patrons’ expectations (Parasuraman et al., 1985:3; Yuskel & 
Yuskel, 2002:54). 
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Bitner (1990) has also modelled service delivery quality as an antecedent of pleasant 
service encounter experiences. There is also a large body of empirical literature that 
points to the fact that service delivery quality leads to pleasant service encounter 
experiences (Ryu et al., 2012:201; Tesform & Birch, 2011:378; Ha & Jang, 2010:528; 
Ryu & Han, 2010:324; Kim, Ng & Kim, 2009:16; Ladhari, Brun & Morales, 2008:570; 
Cho, Lau, Lo, Sha & Yun, 2007). This means that higher levels of service delivery 
quality lead to pleasant service encounter experiences (Ryu & Han, 2010:311).  
A study by Ryu and Han (2010) in the quick-service restaurants reveals that indeed 
service delivery quality determines the levels of pleasantness of service encounter 
experiences. In a study of the marketing of industrial services, Jayawardhena 
(2010:343) confirms that a service encounter experience is an outcome of service 
delivery quality. A study by Hyun (2010:25) in the USA restaurant industry further 
supports the fact that service delivery quality induces service encounter experiences. 
The same relationship was also confirmed in studies done in the hospitality industry 
by Kwortnik and Han (2011:326), and the restaurant industry by Barger and Grandey 
(2006:1231). 
However, most of the empirical studies that had confirmed a positive and significant 
relationship between service delivery quality and service encounter experiences had 
been carried out in the developed world. The cultural dynamics which do have 
bearings on the service delivery expectations in the western world are different from 
those that are prevalent in the developing countries such as Zimbabwe. Therefore, 
there is a need for replicating those studies that confirmed a positive and significant 
relationship between service delivery quality and service encounter experiences and 
ascertain whether similar results can be attained in developing countries or not. 
On the basis of the above discussion, it is accordingly hypothesised that: 
HO3:  There is a relationship between service delivery quality and service encounter 
experiences in the restaurant industry. 
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6.3.4 Typology of patrons 
The types of patrons who patronise restaurant businesses determine the nature of 
service encounter experiences they are likely to attain. Various typologies of patrons 
exist in the extant marketing literature. One of the most common typology of patrons 
is based on personality. Lahey (2012:398) noted that personality differences do have 
an impact on different aspects of human life. Such variation takes the form of 
extraversion and introversion (Jung, 1966). Extraversion refers to a situation where 
one’s energy is directed outwards, while introversion refers to an inward direction of 
one’s energy. 
The use of personality traits to predict the patrons’ levels of service encounter 
experiences is anchored on the trait attribution concept. This concept suggests that 
people attribute certain traits to others on the basis of their behaviour in a service 
consumption environment (Pastorino & Doyle-Portillo, 2010:455). However, the 
biggest challenge for restaurant business operators is how to identify extrovert patrons 
and introvert patrons.  
A search in the extant literature did not reveal any attempts to link the typology of 
patrons to the service encounter experiences in the restaurant industry. However, in 
the absence of relevant empirical evidence, the relationship between the typology of 
patrons and service encounter experiences can be established on the basis of the 
emotional contagion theory (Hatfield, Cacioppo & Rapson, 1994). 
The theoretical linkages between the typology of patrons and service encounter 
experience can be explained by the emotional contagion theory. The emotional 
contagion theory was conceptualised by Hatfield et al., 1994). Emotional contagion 
theory refers to the transference of emotions between interacting individuals 
(Wangenheim et al., 2007:692). Emotions are “psychological constructs that are 
inferred from behaviour” (Bergh & Theron, 2009:137). Emotional contagion takes 
place at both conscious and unconscious levels (Hatfield et al., 1994:5). At the 
conscious level there is what is termed conscious emotional contagion and at the 
unconscious level there is primitive emotional contagion (Barsade, 2002:648). 
Conscious emotional contagion involves the social comparison of appropriate 
emotions to be displayed in perceived ambiguous situations. The receiver only 
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receives the sender’s emotions when it is appropriate to do so (Barsade, 2002:648).  
However, primitive emotional contagion involves two step mimicry processes, which 
consists of spontaneous imitation of another person’s facial expression and then 
experiencing the corresponding emotions through physiological mechanism (Hennig-
Thurau, Groth, Paul & Gremler, 2006:59). Previous research has revealed a strong 
correspondence between experienced emotions and expressed emotions (Gross, 
John & Richards, 2000:712; Pugh, 2001:1010).  
It is assumed that extroverts enjoy interacting with the service employees. The 
interaction will result in extrovert patrons catching the emotions of service employees. 
This will result in them having pleasant service encounter experiences on the basis of 
the assumptions that the service employees would be imparting positive emotions to 
them. Conversely, little emotional contagion is expected in introvert patrons on the 
basis that they interact less with service employees and, as a result, they tend not to 
be exposed to the emotions of service employees. 
Introverts avoid social gatherings because they tend to be over stimulated and then 
experience some discomforts. Extant empirical studies have shown that introverts 
exhibit higher levels of physical arousal than extraverts (LeBlanc et al., 2004; 
Beauducel et al., 2006; Bullock & Gilliland, 1993). Introverts are likely to experience 
service encounter satisfaction in less crowded restaurants, where they are not the 
focus of attention (Wang, 2010:17). They can also have better experiences in dealing 
with fast-fast restaurants where the levels of interaction with both the wait-staff and 
fellow patrons is very low (Jekanowski et al., 2001:59). However, extroverts are likely 
to experience service encounter satisfaction in full service restaurants that are 
associated with inter-patron interaction.  
On the basis of the arguments presented above, it is accordingly hypothesised that: 
HO4:  There is a relationship between the typology of patrons and service encounter 
experiences in the restaurant industry. 
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6.4  OUTCOMES OF SERVICE ENCOUNTER EXPERIENCES IN THE 
RESTAURANT INDUSTRY 
Just like in the case of the antecedents of service encounter experiences, there is little 
that is known about the outcomes of service encounter experiences in the restaurant 
industry (Ali & Omar, 2014:17). Solomon et al. (1985:100) state that the service 
encounter experiences concept is a psychological phenomenon which exerts an 
influence on several outcomes. The outcomes of service encounter experiences 
identified in this study are patronage retention, re-patronage intention and patronage 
loyalty. 
6.4.1 Patronage retention 
Patronage retention is one of the outcomes of service encounter experience (Godson, 
2009:81). Patronage retention is defined as a patron’s repeated patronage in the same 
restaurant business (Hoffman et al., 2009:346).  
It is assumed that a pleasant service encounter experience leads to patronage 
retention, while unpleasant service encounter experiences have the opposite effect 
which is patronage defection (Egan, 2011:74-91). The linkages between service 
encounter experiences and patronage retention can be explained and justified through 
the application of the operant conditioning theory (Skinner, 1957). Operant 
conditioning relates to animal behaviour and its consequences (Skinner, 1957). The 
focus of the operant behaviour theory is not on the internal mental processes that lead 
to desirable cognitive outcomes, but on moulded conditioned responses (Lineras & 
Hinojosa, 2012:2). Operant behaviour shapes the behaviour of individuals through 
positive reinforcements. Positive reinforcement is the situation where an operant 
behaviour increases in frequency with the subsequent presentation of positive stimuli 
(Sorce, Perotti & Widrick, 2004:44). In other words, this theory postulates that the 
current of behaviour in individuals is a consequence of past behaviour. Thus previous 
pleasant service encounter experiences account for patronage behaviours.  
Empirical studies in the restaurant industry confirm the positive and significant 
relationship between service encounter experinces and patronage retention (Mattila, 
2001). A study by Ariffin et al. (2011) in the restaurant industry in Malaysia established 
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the existence of a significant and positive relationship between service encounter 
experiences and patronage retention.Similar studies were conducted by Ha and Jang 
(2010), Ryu and Han (2010), and Kim et al. (2009). 
The discussion above lead to a hypothesis which states that: 
HO5:  There is a relationship between service encounter experiences and patronage 
retention in the restaurant industry. 
6.4.2 Re-patronage intention 
Re-patronage retention is another outcome of service encounter experiences in the 
restaurant business industry. Re-patronage is defined as the likelihood to patronise 
the same service again (Oliver, 1997:28). Generally, service encounter experiences 
lead to re-patronage intentions. A study by Walsh, Hennig-Thurau, Sassenberg and 
Bornemann (2010:133) modeled service encounter experiences as an antecedent of 
re-patronage intention. Previous studies in marketing suggest that the emotional 
component of service encounter experiences is responsible for patrons’ re-patronage 
intentions (Weng & Run, 2013; Liang & Zhang, 2012; Wong, 2004).  
The postulated relationship between service encounter experiences and re-patronage 
intention is grounded in the theory of planned behaviour. The theory of planned 
behaviour (Azjen, 1991) posits that the patrons’ assessments of service encounter 
experiences influence their attitudes. The patrons’ attitudes could be re-patronage 
intentions. Attitudes are defined by Fishbein and Azjen (1975:6) as a patron’s state of 
feelings towards a stimulus object. In the case of restaurant businesses the stimulus 
object is the service encounter experience. 
Previous studies had shown that the nature of service encounter experiences 
determine patrons’ re-patronage intentions. In a study of upscale restaurants, Han and 
Ryu (2007) found that improving the levels of service encounter experience leads to 
re-patronage intentions. Another study by Ryu and Han (2010) in the quick-casual 
restaurants also confirmed that service encounter experiences determine the levels of 
re-patronage intentions. The same findings were also conformed in a study of luxury 
restaurants by Hwang and Hyun (2012:665). In the study involving the patrons of 
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discount stores in South Korea, Kim and Jin (2011:119) found that service encounter 
experience is a determinant of re-patronage intention. A study by Back and Parks 
(2003:424) on patrons of upscale hotels in North Carolina (USA) further supported the 
assertion that service encounter experiences lead to re-patronage intention. Another 
study by Hyun (2010) in the USA restaurant industry also confirmed that re-patronage 
intention is the outcome of service encounter experiences. Wong (2004:365)’s study 
also revealed that service encounter experience leads to re-patronage intention. 
Lastly, a study by Lin and Liang (2011:360) in the restaurant industry revealed that 
service encounter experience leads to re-patronage intention. 
The positive and significant relationship between service encounter experience and 
re-patronage intention was also tested and confirmed in a study by Lin and Lin (2011). 
This study covered several service industries ranging from coffee shops, restaurants, 
apparel retailers, shoe retailers, electronics retailers, optical stores, hair salons, book 
stores, spas to physical therapy centres. Other studies that confirm the positive and 
significant relationship between service encounter experience and re-patronage 
intention are also found in luxury restaurants in the USA (Hwang & Hyun, 2012), the 
department stores (Yang & Chang, 2011:7820), upmarket restaurants (Namkung & 
Jang, 2007:399). 
The discussion above leads to a hypothesis which states that: 
HO6:  There is a relationship between service encounter experiences and re-
patronage intention in the restaurant industry. 
6.4.3 Patronage loyalty 
There are several conceptualisations of patronage loyalty in the extant marketing 
literature (Paswan & Ganesh, 2009:71). However, the widely accepted 
conceptualisation that is adopted in this study takes into consideration both the 
behavioural and attitudinal dimensions of loyalty. Patronage loyalty is defined as 
preferences of and dispositions towards a brand in a market where acceptable 
competing services are conveniently available (Egan, 2011:57; Neal, 1999:21). The 
strong familiarity with the service that emanates from pleasant service encounter 
experiences translates into positive attitudes towards the service on offer (Hwang & 
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Hyun, 2012:659). Attitudes, as has already alluded to, are the inalienable component 
of patronage loyalty. 
Patronage loyalty is regarded as an outcome of service encounter experiences in this 
study. Extant marketing literature has demonstrated that service encounter 
experiences are the prime antecedents of patronage loyalty (Ashley & Varki, 2009:22; 
Tideswell & Fredline, 2004:187). The social exchange theory by Blau (1964) provides 
theoretical basis for establishing the relationship between service encounter 
experiences and patronage loyalty. The thrust of the social exchange theory is on 
reciprocity (Gouldner, 1960). Social exchange involves a series of interactions in a 
service encounter that generate obligations (Blau, 1964:93). The idea behind this 
theory is that when a patron attains pleasant service encounter experiences he/she 
becomes indebted to the restaurant business in a manner that has to be reciprocated 
in order to restore equilibrium in a service encounter (Tsai, 2001:501). This implies 
that when a patron goes through pleasant service encounter experiences, it creates a 
debt that a patron can repay through patronage loyalty.  
An empirical study by Tideswell and Fredline (2004:202) in the hospitality industry 
supported the assertion that service encounter experiences leads to patronage loyalty. 
Another empirical study by Otengei et al. (2014) also reveals that in the restaurant 
industry, the level of pleasantness of service encounter experiences corresponds with 
the levels of patronage loyalty. 
The discussion above leads to a hypothesis which states that: 
HO7:  There is a relationship between service encounter experiences and patronage 
loyalty in the restaurant industry. 
6.5 PROPOSED MODEL FOR SERVICE ENCOUNTER EXPERIENCES  
Following the above discussion, the model in Figure 6.1 is suggested for the purpose 
of this study, having been built through reviewing extant theoretical and empirical 
literature. 
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Figure 6.1: The service encounter experiences conceptual model 
 
Source: Researcher’s own construction 
 
The service encounter experiences model presented in Figure 6.1 shows the 
theoretical linkages between service encounter experiences and its various 
antecedents and outcomes. The antecedents of service encounter experiences are 
service contact levels, ambience factors, service delivery quality and typology of 
patrons, while the outcomes of service encounter experiences are patronage 
retention, re-patronage intention, and patronage loyalty. This model will be tested 
using the methodology outlined in chapter seven. 
6.6 SUMMARY 
This chapter presented a conceptual model which is developed by using relevant 
theories and extant empirical evidence. This model identified several antecedents and 
outcomes of service encounter experiences. The identified antecedents of service 
encounter experience in the restaurant industry are service contact levels, ambience 
factors, service delivery quality, and the typology of patrons. The outcomes of service 
encounter experiences expressed on the same model are patronage retention, re-
patronage intention and patronage loyalty. 
A MODEL FOR SERVICE ENCOUNTER EXPERIENCES IN THE 
RESTAURANT INDUSTRY                                                                 CHAPTER 6 
 
159 
Having developed the service encounter experiences model based on a sound 
theoretical and empirical grounding, the next step is to test the model empirically by 
using the data that was collected from the restaurant industry in Zimbabwe. Therefore, 
the next chapter presents the research design and methodology that were used in this 
study to test the hypotheses that created the theoretical linkages in the proposed 
service encounter experiences model. 
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CHAPTER SEVEN 
RESEARCH DESIGN AND METHODOLOGY 
7.1 INTRODUCTION 
The chapter six was mainly based on the proposed conceptual model that links various 
antecedents and outcomes to the main construct which is service encounter 
experiences. The antecedents of the service encounter experiences identified in the 
previous chapter are service contact levels, ambience factors, service delivery quality, 
and patronage typology, while the outcomes are patronage retention, re-patronage 
intention and patronage loyalty. The linkages between the service encounter 
experiences construct to it various antecedences and outcomes were mainly rooted in 
relevant theoretical frameworks and extant empirical evidence drawn from previous 
studies. 
This chapter develops from previous chapters through laying out a blueprint for the 
empirical aspect of the conceptual framework discussed in the previous chapters, in 
what is termed methodology. Methodology is a branch of knowledge dedicated to 
generation of new knowledge (McGregor & Murnane, 2010:420). In this chapter issues 
discussed include, but are not limited to the research design, research paradigm, 
research approaches, data sources, sampling, development of the research 
instrument, data collection procedures and data analysis methods, as applicable to 
the empirical investigation of this study. 
7.2 PURPOSE OF THE STUDY 
The purpose of this study is to determine the antecedents and outcomes of service 
encounter experiences of patrons in the restaurant industry in Zimbabwe. The 
relevance of these antecedents and outcomes in the restaurant industry shall be 
tested through a set of hypotheses and reduced into an easily discernible conceptual 
model. The hypotheses used to draw inferences for the linkages in the proposed 
model were derived from both the primary and secondary objectives outlined in sub-
sections below. 
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7.2.1 Primary research objective 
The primary objective of this study is to determine the antecedents and outcomes of 
service encounter experiences in the restaurant industry. 
7.2.2 Secondary research objectives 
Following the primary objective, the secondary objectives are formulated as: 
1. To develop a theoretical model upon which the hypotheses on service 
encounter experiences, its antecedents and outcomes are premised. 
2. To select valid and reliable measurement scales from the extant service 
encounter literature for data collection on service encounter experiences 
construct, and its antecedents and outcomes. 
3. To conduct an empirical investigation on the antecedents and outcomes of 
service encounter experiences in the restaurant industry. 
4. To synthesise the results of this research with previous research results from 
similar studies. 
5. To make recommendations of both theoretical and practical relevance to both 
service encounter academics and restaurant business operators.  
7.3 RESEARCH DESIGN AND METHODOLOGY 
A research design is a general plan or blueprint of how a researcher intends to fulfil 
research objectives and find answers to the research questions or hypotheses 
(Saunders et al., 2007:131; Cooper & Schindler, 2003:146). It also translates a 
conceptual research problem into a practical empirical research (Ghauri & Gronhaug, 
2005:56). There are generally three types of research designs, namely, exploratory, 
descriptive and explanatory (Saunders et al., 2007:133). 
An exploratory research design is suitable for studies that seek to understand a novel 
problem (Robson, 2002:59). Exploratory studies are usually conducted in situations 
where a problem has never been experienced before. Therefore, the purpose of 
conducting an exploratory research will be to gather full details of the nature of problem 
at hand. Usually, the findings from an exploratory study are not conclusive, but serve 
the purpose of laying a background for a full study which could either be a descriptive 
or an explanatory study (Burns & Burns, 2008:82). 
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A descriptive research design is applicable to situations where an accurate profile of 
events, situations, phenomena, or persons is required (Saunders et al., 2007:134; 
Robson, 2002:59). A descriptive research design is characterised by detailed 
descriptions of situations. In business research, descriptive studies are mainly used to 
determine the demographic profiles of employees and patrons and the consumption 
patterns of the patrons (Sekaran & Bougie, 2011:106).Descriptive studies gather data 
through observing respondents in natural business environments like supermarkets 
and restaurants (Williams, 2007:66). Descriptive studies are often associated with data 
analysis methods like content analysis. A content analysis is premised on discovering 
patterns and themes that emerge from narrative data (Burns & Burns, 2008:512). 
However, the scope of analysis of descriptive studies does not reach the interpretive 
levels and rarely reveals the magnitudes of the strength of the relationships between 
interrelated variables (Burns & Burns, 2008:82). 
Lastly, an explanatory research design which is also known as a causal research 
design (Ghauri & Gronhaug, 2005:59; Churchill & Iaccobucci, 2005:74) is suitable for 
studies that seek to establish a causal relationship between constructs (Saunders et 
al., 2007:134). This study uses an explanatory research design. The choice of an 
explanatory research design is motivated by the fact that the main objective of this 
study and its relevant hypotheses seeks to establish the relationships among the 
following constructs: service contact levels, ambience factors, service delivery quality, 
and the typology of patrons as antecedents as well as post-dining behavioural 
constructs, namely, patronage retention, re-patronage intention, and patronage loyalty 
as outcomes of service encounter experiences. Explanatory research design is 
relevant for inferring relationships of causal nature among study constructs (Maholtra, 
2006:232) where there is some theoretical basis for the relationship (Edwards, 
2010:615; Bluch, 2008:4). The causality demonstrated in an explanatory research 
design can be inferred in this study through demonstrating the temporary ordering of 
constructs (Shook et al., 2004:398) since patrons’ reactions are measured after 
service encounter experiences (Pugh, 2001:1020; Tsai, 2001:509) and through 
theories showing the links that relate the constructs (Cohen et al., 2011:54-70; Punch, 
2005:49).  
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The causal research employed in this study takes a cross-sectional format. Cross-
sectional research involves measuring one or more constructs from a cross-section of 
the population in a snap-shot form (Burns & Burns, 2008:486; Saunders et al., 
2007:148). Cross sectional studies provide data for either retrospective enquiry such 
as patronage retention or prospective enquiry such as re-patronage intention (Cohen 
et al., 2011:267). The choice of a cross-sectional format of a research design is 
motivated by the fact that cross-sectional designs make the data collection period 
shorter (Keeves, 1997:122), and can determine the relationships through the use of 
appropriate statistical tools such as multiple regression analysis (Easterby-Smith, 
Thorpe & Jackson, 2012:22; Steenkamp & Baumgartner, 2000:199) and grounding 
the study in solid theoretical underpinnings (Weston & Gore, 2006:719; Shook et al., 
2004:398). Furthermore, a cross-sectional design poses little ethical concerns since 
the respondents are neither exposed nor treated to some form of manipulation (Mann, 
2003:56).  
7.4 RESEARCH PARADIGMS 
A research paradigm of a study should be made explicit at the start of a research 
process and must be used to guide the decision making process during the research 
implementation exercise (De Lisle, 2011:104). A research paradigm or philosophy is 
a belief on how the data of a phenomenon should be measured, analysed and used 
(De Lisle, 2011:87; McGregor & Murnane, 2010:423). A research paradigm can also 
be viewed as a way of analysing reality on the basis of a set of assumptions, values, 
practices or concepts (McGregor & Murnane, 2010:419). Generally there are two 
research philosophies which are interpretivism (mostly associated with qualitative 
research) and positivism (mostly associated with quantitative research) (Cohen et al., 
2011:7-20).  
An interpretivist study is one that seeks to understand events or phenomena through 
making an interpretation in the light of the prevailing environment and circumstances 
surrounding the researcher (Burns & Burns, 2008:14). However, the interpretivist 
research philosophy is riddled with subjectivism and therefore it tends to yield results 
that are either biased or that cannot be generalised beyond the studied sample (Burns 
& Burns, 2008:14). Therefore, the interpretivist philosophy was deemed to be 
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inappropriate for the study of service encounters in the restaurant industry where the 
results are meant to be generalisable. 
A positivist research asserts that an empirical observation can be done on real events 
such as service encounters, using existing statistical tools to understand phenomena 
(Hunt, 1991:33-34). A positivist stance deals with observable events such as service 
encounters and the underlying causal mechanisms, but does no advance the internal 
reasons behind the observed linkages. A positivist research enables the use of valid 
theories and empirical evidence to deduce testable hypotheses (Hunt, 1991:34-36). 
Consequently, in this study, several theories and empirical evidence were used to 
deduce testable hypotheses that link service encounter experiences in the restaurant 
industry to various antecedents and outcomes. 
With due recognition being given to the research problem and hypotheses of this 
study, as well as the applicable research design, positivism is the most appropriate 
research philosophy to follow in this study. The philosophy of positivism is a 
conceptual tool that researchers use to observe reality on determinism, empiricism, 
parsimony, and generality (Cohen et al., 2011:8-9; Burns & Burns, 2008:14). This 
philosophy is premised on the independence between the researcher and the 
phenomenon being researched (Easterby-Smith et al., 2012:2). Moreover, a positivist 
research paradigm emphasises discovering causal laws through empirical 
observations (Easterby-Smith et al., 2012:39; Remenyi et al., 1998:33) and makes use 
of reliable and validated measures (Weber, 2004:vii-ix). 
7.5 RESEARCH METHODS 
A research method is a set of technical procedures followed when conducting a 
research (McGregor & Murnane, 2010:420). Research methods can be classified as 
either qualitative or quantitative depending on the nature of data sought (Adams, Khan 
& Raeside, 2014:6; Easterby-Smith et al., 2012:61). 
Qualitative research is an approach to research methods aimed at generating an in-
depth understanding of human behaviour by gathering data through observation, 
interview, group discussions, field notes, text as well as pictures, to explore and 
understand human behaviour (Denzin & Lincoln, 2011:3). Thus, qualitative research 
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is concerned with deducing the meaning of a phenomena rather than a phenomena’s 
frequency of occurrence (McGregor & Murnane, 2010:420). Moreover, qualitative 
research stresses the validity of several meanings of a phenomenon as discerned from 
multiple understandings and meanings (Burns & Burns, 2008:18). Qualitative research 
yields a narrative report which describes or interprets a phenomenon (Gravetter & 
Forzano, 2009:147).  
Qualitative research yields qualitative data which is described as non-metric data that 
is not quantified (Saunders, Lewis & Thornhill, 2009:480). Qualitative research is often 
identified by the use of open ended questions that call upon respondents to elaborate 
their responses. Thus, qualitative research generates data in the form of descriptions 
in words or verbal accounts of the phenomenon that is researched. It is assumed that 
qualitative research methods are used in studies that seek to provide depth of 
understanding of a phenomenon, thereby enabling the discovery of new relationships 
among study constructs (Leedy & Ormrod, 2005:94). Qualitative studies also explore 
and interpret complex relationships, and provide ethnographic description by gaining 
experience, participating, listening and recording. Qualitative research usually employs 
purposive sampling. Qualitative studies also obtain theoretical induction from the 
ethnographic discussion. The analysis of data in qualitative studies is based on 
thematic analysis (Saunders et al., 2009:490-495). Qualitative studies are mainly 
focused on theory building (Saunders et al., 2009:485). In this study, qualitative 
research was not used since it is not congruent with the thrust adopted in this study. 
On the other hand, quantitative research focuses on employing a scientific and 
statistical approach in conducting a research investigation (McGregor & Murnane, 
2010:422). Quantitative research refers to a research that deals with constructs that 
vary in terms of size, magnitude, amount or duration (Gravetter & Forzano, 2009:147). 
Quantitative research yields numerical scores that are summarised, analysed and 
interpreted using statistical techniques (Gravetter & Forzano, 2009:147). Quantitative 
research methods allow researchers to gather numerical data from large samples by 
using questionnaires, and the data collected are analysed statistically (Rubin & 
Babbie, 2009:34). Furthermore, there are other characteristics of the quantitative 
research method outlined by Johnson and Christensen (2008:34) which are reflected 
in this study. These characteristics are as follows: are that the aim of the study is to 
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explain and predict, data was collected using validated measurement scales, and the 
researcher is interested in detecting patterns that are applicable to the whole study 
population as the emphasis is on the confirmatory part of the research process. 
Quantitative research methods are used in studies to provide an objective 
measurement of the occurrence or interrelatedness of variables, and to describe and 
predict the likelihood of the changes in a quantifiable construct (Welman & Kruger, 
1999:8). Moreover, quantitative studies follow deductive reasoning (or studies that 
have a hypothetic-deductive rationale) (Cooper & Schindler, 2006:196). In most cases 
quantitative studies are built on a prior theoretical framework. In terms of sampling, 
quantitative studies employ random sample selection and controlled data collection 
processes. The analysis of results in quantitative studies extensively uses statistical 
methods and focuses on validity, reliability and the generalisability of results (Collis & 
Hussey, 2003:13). Quantitative studies are mainly concerned with theory testing and 
hypothesised relationships in structural models (Saunders et al., 2009:414-467). 
The appropriate choices between quantitative and qualitative research should be 
guided by philosophical assumptions (De Lisle, 2011:104). As mentioned before, this 
study fits into the positivistic paradigm, and therefore the quantitative research method 
was used to gather numerical data from a large sample in order to test hypotheses 
(Saunders et al., 2009:414-416).  
7.6 RESEARCH APPROACHES 
A research approach refers to the manner in which theory is treated in formulating a 
research process (Burns & Burns, 2008:22). There are basically two research 
approaches which researchers can follow and these are the inductive approach and 
the deductive approach (Adams et al., 2014:10; Saunders et al., 2007:117).  
An inductive approach is the drawing of conclusions from several factors including the 
pre-disposition and prejudices of the researcher (Saunders et al., 2007:107; Cooper 
& Schindler, 2003:37). An inductive approach to research designs is more aligned to 
qualitative methods (Cohen et al., 2011:21). Therefore, since this study follows a 
quantitative research method, an inductive approach is inapplicable. 
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A deductive approach is a form of inference that is conclusive (Cooper & Schindler, 
2003:36). A deductive approach uses theory to develop a research strategy while an 
inductive approach uses collected data to develop a theory (Saunders et al., 
2007:117). In this study a deductive approach is used because of the following 
reasons: it follows scientific principles; it is highly structured; it is premised on starting 
from theory to data; it assesses relationships among variables; it ensures internal 
validity through controlling confounding variables; it provides operational definitions of 
study variables to ensure clarity; it uses large sample sizes in order to possibly 
generalise findings; and it advocates for the collection of quantitative data (Saunders 
et al., 2007:117).  
Moreover, a deductive approach is more appropriate for mature fields (Remenyi et al., 
1998:75) such as service encounters in the restaurant industry, where hypothesis 
generation and testing through empirical observation are part of the study (Lancaster, 
2005:22-25; Gill & Johnson, 1997:32). This study followed the steps of the deductive 
approach outlined by Saunders et al. (2007:117). These are as follows: deducing 
hypotheses from theory; expressing the hypotheses in operational terms; testing these 
operational hypotheses; examining the results of the study and, if necessary, 
modifying the theory in light of the results. The use of theory in this research through 
the outline depicted above is instigated by the fact that theory plays an invaluable role 
in the development of a hypothesis and in synthesis of data and the interpretation of 
results since theory is based on patterns that were observed previously among the 
constructs which are documented in the extant literature (Lei & Qiong, 2007:35).  
7.7 DATA COLLECTION METHODS 
Data collection is the process of gathering and quantifying information related to the 
variables in a study, using acceptable methods (Most et al., 2003:1339). Information 
related to the study’s variables is gathered from different sources and synthesised to 
deduced appropriate and testable hypotheses (Zohrabi, 2013). Data is defined as raw 
facts systematically collected to solve a specified research problem (Adams et al., 
2014:70). There are two major sources of data for research, which are, primary and 
secondary sources (Cooper & Schindler, 2003:282). The collection of primary data 
and secondary data is referred to as primary and secondary research, respectively 
(Hair, Bush & Ortinau, 2003:42). In order to achieve the aim of the quantitative 
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research method in this study, both secondary and primary researches were 
conducted.  
7.7.1 Secondary data 
Secondary data was collected, using secondary research. Secondary research is 
defined as the use of data which though previously gathered, can provide useful 
insights into the research at hand (Johnston, 2014:619; Tasic & Feruh, 2012:327). 
Secondary research was used to assist in shaping the direction in which this study 
should proceed and in designing the sample frame. This involved secondary research 
data gathered in the literature review to determine the research gap that this study has 
filled. Sources of secondary data that were used for literature review include but were 
not limited to the following: services marketing textbooks; articles on service encounter 
experiences from internationally refereed journal articles in databases such as the 
Emerald and Elsevier; and unpublished master’s dissertations as well as doctoral 
theses with themes similar to this study. Secondary data was used in order to save 
time and resources and to avoid collecting data which was available (Churchill & 
Iacobucci, 2005:168; Salkind & Rasmussen, 2007:869).  
7.7.2 Primary data 
The primary data was collected by using primary research. Primary research is defined 
as the original work of research that yields raw data which specifically address the 
research problem (Sekeran & Bougie, 2009:180; Cooper & Schindler, 2003:282). The 
primary research involves the collection of new data for the purpose of providing 
answers to a current research problem (Mooi & Sarstedt, 2011:29). The primary 
research was conducted by administering questionnaires in order to gather new data. 
A self-administered questionnaire, which shall be explained later in this chapter, was 
used to collect data from the patrons of the restaurant businesses in Zimbabwe.  
7.8 POPULATION AND SAMPLING DESIGN 
Population and sampling design are the other important elements in a study’s 
methodological outlines. 
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7.8.1 Population 
A study population is a group of individuals who have common characteristics that are 
of interest to the researcher (Cooper & Schindler, 2008:374; Hartl & Clark, 2007:203). 
The population in this study were identified as all patrons of registered restaurants in 
all ten provinces of Zimbabwe, which involved both full-service and limited-service 
restaurant businesses. The population size could not be determined with precision due 
to the unavailability of accurate records from various restaurant business operators. 
This resulted in the unavailability of the sampling frame in this study. 
7.8.2 Sampling and sample size determination 
Sampling is the process of choosing respondents from the study population (Cooper 
& Schindler, 2008:711). It usually takes more time and resources to carry out a census 
when conducting a research. Therefore, representative samples are usually drawn 
from the study population in order to save time and resources (Saunder et al., 
2009:212). 
A non-probability sampling technique, namely, convenience sampling was employed, 
targeting lone patrons in order to avoid confounding social factors (Barger & Grandey, 
2006:1232). Convenience sampling as a non-probability sampling is suitable for 
studies where sampling frame cannot be determined with great precision (Struwig & 
Stead, 2013:116; Saunders et al., 2009:215). A sampling frame is a complete list of 
all the elements of a study population (Burns & Burns, 2008:196). A sampling frame 
closely resembles all the elements in the population and serves to operationalise the 
target population. In this study a sampling frame could not be drawn due to the 
unavailability of properly maintained records of all the restaurant patrons of restaurant 
businesses in Zimbabwe. 
Convenience sampling is defined as method of choosing the respondents who are 
available and easy to target (Gravetter & Forzano, 2009:141). Through convenience 
sampling, the respondents are chosen on the basis of their availability and willingness 
to be part of the study (Gravetter & Forzano, 2009:141). The advantages of the 
convenience sampling method is that data is gathered from participants who are willing 
to provide all the required information, reducing the incidences of partially completed 
questionnaires and low response rates (Saunders et al., 2009:241).The choice of 
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convenience sampling in this study was motivated by the fact that choosing a sample 
on the basis of convenience is cheaper, easier to administer and less time consuming 
(Burns & Burns, 2008:203; Malhotra, 2004:349; Cooper & Schindler, 2003:200). 
Moreover, the use of convenience sampling in studies in the restaurant industry is not 
without precedence. Barger and Grandey’s (2006) study on the impact of emotional 
labour practice on patronage satisfaction in the restaurant industry also used 
convenience sampling. 
The sample structure comprises patrons of both fast-food restaurants and full-service 
restaurants. Table 7.1 shows the sample structure and sample size determined by 
using the recommendations from statisticians who are authorities in using EFA 
statistical tool. 
Table 7.1: Sample structure of the study 
TARGETED GROUPS SAMPLE SIZE 
Fast-food restaurants 300 
Full-service restaurants 100 
Total 400 
Source: Researcher’s own construction 
A sample size of 400 respondents which had been suggested by many authorities in 
the field of statistical data analysis as adequate for studies employing EFA, was used 
in this study (Iacobucci, 2010:91-92; Hoe, 2008:77). While lay convictions tend to 
advocate for large sample sizes, such a practice is discouraged as it unintentionally 
increases the sensitivity of analysis to the extent of detecting meaningless differences 
(Oke, Ogunsami & Ogunlana, 2012:91). 
7.9 QUESTIONNAIRE DESIGN AND ADMINISTRATION 
A questionnaire was used as the sole instrument of collecting data in this study. A 
questionnaire is document that has pre-formulated set of questions and scales where 
the respondents’ answers are recorded (Sekeran & Bougie, 2009:197; Hair, 
Wolfinbarger, Ortinau & Bush, 2008:170). Generally, the benefits of using a 
questionnaire for data collection are that it is easy and less costly to administer, it 
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collects a substantial amount of data, and data from a questionnaire is easy to analyse 
and interpret (Zohrabi, 2013:255; Strange, Forest & Oakley, 2003:337-338; Meadows, 
2003:563). 
In order to produce results that are comparable to previous studies (Slavec & 
Drnovsek, 2012:39) the measures that are used to construct a questionnaire for this 
study were selected from the extant marketing literature. Novice researchers, have a 
propensity develop new measures every time they are faced with a research exercise, 
without critically examining the retrogressive effect of such a practice on the extant 
body of knowledge (Cabrera-Nguyen, 2010:99). Clandestine uses of multiple 
measurement scales for the same constructs create unnecessary variances in the 
parameter estimates in extant literature (Bruner ll, 2003:363). Jones and Suh 
(2000:151) advise that it is not prudent to develop new measurement scales when 
acceptable scales exist in the extant literature, since the use of validated measurement 
scales transforms a field from an art into a science (Bruner ll, 2003:363). Validated 
measurement scales are those scales whose previous use yielded acceptable 
construct reliability and construct validity results (Slavec & Drnovsek, 2012:40).  
Measurement is defined as the process of assigning numbers to observations for the 
purposes of quantifying phenomena in compliance with pre-determined rules 
(Salzberger, 2011:4; Kimberlin & Winterstein, 2008:2276; Cooper & Schindler, 
2003:221). The measurements of constructs starts with defining constructs, followed 
by operationalising them, and then develop or adopt instruments to quantify the 
constructs (Kimberlin & Winterstein, 2008:2276; Diamantopoulos, 2005:2; Kerlinger, 
1992:28). A construct is a variable which is abstract in nature and which describes a 
phenomenon (Diamantopoulos, 2005:2; Cooper & Schindler, 2003:43; Edwards & 
Bagozzi, 2000:156-157). Constructs are measured by using items which are also 
known as indicators or measures (Roy, Tarafdar, Ragu-Nathan & Marsillac, 2012:35). 
The operational definitions of constructs of focal interest serve the purpose of 
evaluating the convergence of constructs with their corresponding measurement scale 
items (Sorensen & Slater, 2008:201). The availability of an operational definition in a 
study suggests that constructs are defined in a manner that indicates the way they can 
be measured (Burns & Burns, 2008:16). This means the operational definition should 
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specify the attribute of a construct, object and the appropriate rating scheme (Cooper 
& Schindler, 2003:45; Rossiter, 2002:309). 
The measurement scales used in this study were selected on the basis of their 
acceptable construct validity. The general guidelines to researchers have always been 
to select measurement scales with higher construct reliability and convergent validity 
(Carlson & Herdman, 2012:25). In this study measurement scales with a greater 
number of items were also selected since a greater number of measurement scale 
items improve construct reliability (Kimberlin & Winterstein, 2008:2277). 
The questionnaire for this study has validated measurement scale items rated on a 7 
point scale ranging from 1 to 7 (where 1=strongly disagree; 2=disagree; 3=disagree 
somewhat; 4=neutral; 5=agree somewhat; 6=agree; 7=strongly agree). This scaling 
range is not without precedence, as it has almost become a quasi-standard for most 
studies in marketing research. Such a fairly wide range ensures scale sensitivity that 
is vital for enhancing variability and detecting variances in respondents’ opinions, 
perceptions and attitudes (Brunner II & Hensel, 1993:342; DeVellis, 1991:64-65). 
Scale sensitivity is the ability of a measurement scale to detect changes in a 
phenomenon (Kimberlin & Winterstein, 2008:2280). 
The number of items that made up the questionnaire which is used for data collection 
is shown in Table 7.2. 
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Table 7.2: Questionnaire design items 
Construct  Number 
of items 
Source 
Service contact levels 5 Chase (1981). 
Ambience factors  
7 
Lin and Liang (2011:360); Jang and 
Namkung (2009); Sherman, Mathur 
and Smith (1997); Kotler (1973). 
Service delivery quality 
12 
Namkung and Jang (2008); 
Parasuraman et al. (1994) 
Typology of patrons 
6 
Francis, Lewis and Ziebertz 
(2006:200). 
Service encounter experiences 
13 
Wu & Liang (2009); Brakus et al. 
(2009), Brandy and Robertson (2001); 
Stevens et al. (1995). 
Patronage retention 
5 
Mattila (2001); Swan and Oliver 
(1989). 
Re-patronage intention 
5 
Ruiz, Gremler, Washburn and Carrion 
(2008); Zeithaml Berry, and 
Parasuraman (1996). 
Patronage loyalty 5 Parasuraman et al. (1994). 
Source: Researcher’s own construction 
The questionnaire was deliberately made short so as to avoid respondent fatigue. 
Extant business research literature has shown that respondents tend to lose interest 
with lengthy questionnaires (Fuchs & Diamantopoulos, 2009:196). The measurement 
scales utilised in constructing the questionnaire, in this study, are for the following 
constructs: service contact levels, ambience factors, service delivery quality, typology 
of patrons, service encounter experiences, patronage retention, re-patronage 
intention, and patronage loyalty.  
For the purposes of this study, service contact levels which is an independent variable, 
was defined as the duration, frequency, intensity and variety of encounters between 
the patrons and either one of or both the service personnel and service facilities (Yee 
et al., 2008:653). Service contact levels variable was measured in this study using a 
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five item measurement scale. The items which make up the measurement scale for 
the service contact levels construct were adapted from Chase (1981). 
In this study, ambience factors as an independent variable are defined as inanimate 
background characteristics in restaurant businesses that affect patrons’ five senses 
(Ryu et al., 2012:201). Ambience factors as a variable were measured using a seven 
point measurement scale. The items which make up the measurement scale for the 
ambience factors construct were adapted from Lin and Liang (2011:360), Jang and 
Namkung (2009), Sherman et al. (1997) as well as Kotler (1973). 
In this study, service delivery quality which is specified as an independent variable is 
defined as the intangible aspects accompanying or surrounding a meal which is served 
to the patrons (Yuskel & Yuskel, 2002:54). The variable of Service delivery quality was 
measured in this study by using a 12 item measurement scale. The items which make 
up the measurement scale for the service delivery quality variable were adapted from 
Namkung and Jang (2008) as well as Parasuraman et al. (1994). 
For the purposes of this study, typology of patrons, which is designated as an 
independent variable, refers to the types of restaurant patrons with the inclination 
towards personality. Typology of patrons was measured by using a six item 
measurement scale. The items which make up the measurement scale for the typology 
of patrons construct were adapted from Francis, et al. (2006:200). 
In this study, the service encounter experiences construct which is a mediating 
variable, is defined as a sensation which is felt or knowledge which is acquired by 
patrons when they interacted with different elements in the context created by a 
restaurant business (Otengei et al., 2014:82). The service encounter experiences 
variable was measured in this study by using a 13 item measurement scale. The items 
which make up the measurement scale for the service encounter experiences variable, 
were adapted from Wu and Liang (2009), Brakus et al. (2009), Brandy and Robertson 
(2001) as well as Stevens et al. (1995). 
The patronage retention which is specified in this study, as a dependent variable, is 
defined as the psychological commitment towards a brand or a business (Han & Ryu, 
2009:492). The patronage retention variable was measured in this study by using a 
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five item measurement scale. The items which make up the measurement scale for 
the patronage retention variable were adapted from Mattila (2001) as well as Swan 
and Oliver (1989). 
The re-patronage intention, as a dependent variable in this study, is defined as the 
patrons’ articulated likelihood to repeat the same patronage behaviour (Khan et al., 
2016:87; Hwang & Hyun, 2012:665). Re-patronage intention variable was measured 
in this study by using a five item measurement scale. The items which make up the 
measurement scale for the re-patronage intention variable were adapted from Ruiz et 
al. (2008) and Zeithaml et al. (1996). 
Patronage loyalty, which in this study is specified as a dependent variable, is defined 
as behaviour exhibited by patrons through consistently patronising the same business 
in a market that has a considerable number of alternative services (Sharmeela-Banu 
& Gengeswari, 2013:87). The patronage loyalty variable was measured in this study 
by using a five item measurement scale. The items which make up the measurement 
scale for the patronage loyalty were adapted from Parasuraman et al. (1994). 
7.9.1 Pilot study 
A pilot study is a mini test of a sub sample of the participants who share the same 
characteristics with those who will be part of the main survey (Gill & Johnson, 
2010:144). Before the main study was conducted, a pilot study was conducted on 25 
patrons to pre-test the data collection instrument which, in this case, is a self-
administered questionnaire. Pre-testing is the process of testing a questionnaire in a 
small sample of respondents with the aim of identifying and eliminating identified 
potential problems surrounding the questionnaire (Churchill & Iacobucci, 2005:254; 
Malhotra, 2004:329). The questionnaire pre-tests the clarity of instructions, content, 
wording, layout, sequence, and ambiguities (Burns & Burns, 2008:508; Cohn et al., 
2006:402). Moreover, the pre-testing exercise assessed instrumentation quality, 
construct reliability, face validity, and construct validity of the measurement scales 
adopted for use in this study (Saunders et al., 2007:386; Andaleeb & Conway, 2006:6; 
Cooper & Schindler, 2003:86). 
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The data collection instrument was written in the English language and no translation 
was deemed necessary since the level of literacy among people residing in urban 
centres in Zimbabwe is high. Almost all the restaurant businesses operating in 
Zimbabwe are located in urban centres.  
The pilot study revealed that the data collection instrument was well understood by the 
intended respondents. However, some respondents noticed that there were items 
measuring ambience factors construct which were double barrelled. These items were 
separated in the final questionnaire that was eventually administered in the main 
study. 
7.9.2 Administration of questionnaires 
The researcher visited registered restaurant businesses in Zimbabwe to request 
permission to carry out the study. Once the identified restaurant businesses agreed, 
the researcher carried out data collection with a self-administered questionnaire from 
consenting patrons soon after the service encounters. A self-administered 
questionnaire is a data collection instrument which is used in surveys where 
respondents read and record their responses to the survey questions with or without 
the presence of and assistance from the researcher (Hair et al., 2008:111). In this 
study the questionnaires were filled in the presence of the researcher. The presence 
of the researcher helped with prompt response to possible queries and ambiguities in 
the questionnaire items (Cohen et al., 2011:404). The use of self-administered 
questionnaires helped to achieve low cost survey, respondent anonymity, respondent 
self-control and no researcher bias (Hair et al., 2008:111).   
Moreover, the study targeted lone patrons. The use of lone patrons helps in avoiding 
confounding social factors (Barger & Grandey, 2006:1232) which are the inhibitions 
that may prevent the respondents from freely participating or giving honest responses 
to the study questions.  
This study observed ethical considerations as part of the acceptable standards for 
most research exercises (Cooper & Schindler, 2003:120). The ethics in research 
ensures that no individual’s rights are violated as a result of being directly or indirectly 
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involved in research activities (Burns & Burns, 2008:34). The ethical tenets observed 
in this study ensured participants’ consent, confidentiality, and voluntary participation. 
The patrons who are part of this study were requested to fill in consent forms (Cooper 
& Schindler, 2003:123) which included information about the nature and purpose of 
the research, possible benefits of the research to restaurant industry community, the 
intended use of the research findings, and a statement declaring that the respondents’ 
participation was entirely voluntary (Burns & Burns, 2008:35).  
Confidentiality of the data which was provided by respondents was guaranteed 
through the option of leaving out their personal details when filling in the 
questionnaires (Cohen et al., 2011:91). As part of ethical research practice the 
purpose of the study was also explained to the respondents.  
The respondents voluntarily participated with an option to withdraw from being part of 
the study at any stage without penalty (Saunders et al., 2007:189-190). Moreover, 
ethics clearance was obtained from the Nelson Mandela University RECH committee. 
7.9.3 Response rate 
The response rate was 100% since the questionnaires were distributed to only the 
consenting respondents. Moreover, considering that the questionnaire was not very 
lengthy, the respondents were very willing to cooperate. Table 7.3 shows the 
demographic profile of the respondents. 
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Table 7.3: Demographic profile of respondents  
GENDER Number % 
Female 228 57% 
Male 172 43% 
Total 400 100 
AGE 
  
20-29 205 51% 
30-39 124 31% 
40-49 48 12% 
50-59 11 3% 
60 + 12 3% 
Total 400 100 
HOUSEHOLD STRUCTURE 
  
Single 178 45 
Widowed/divorced 19 5 
Partner/married with no children or none living at home 44 11 
Partner/married with 3 or fewer children at home 119 29 
Partner/married with more than 3 children living at home 40 40 
Total 400 100 
FREQUENCY OF DINING 
  
Infrequently (once per month or less) 98 25 
Moderately (more than once per month, but not every 
week) 
187 47 
Frequently (at least once per week) 115 28 
Total 400 100 
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FREQUENCY OF DINING AT A PARTICULAR 
RESTAURANT 
  
Never before 27 7 
Twice 64 16 
Occasionally 188 47 
Frequently 124 30 
Total 400 100 
RESERVATION/BOOKING METHOD USED 
  
In person 228 57 
Telephone 98 24 
Email 30 7 
Online 43 10.5 
Third party website 5 1 
Other (please specify) 2 0.5 
Total 400 100 
Source: Researcher’s own construction 
Table 7.3 shows that among the respondents who participated in this study 57% were 
males, while females were 43 %. The age groups that participated in this study were 
distributed as follows: 51 % (20-29), 23 % (30-31) 12 % (40-49), 3 % (50-59), 3 % 
(60+). The majority of the respondents were single in terms of marital status as 
represented by 45 %. The rest of the respondents’ household structures were 
represented as follows: 5 % (widowed/divorced), 11 % (partner/married with no 
children or none living at home), 29 % (partner/married with 3 or fewer children at 
home), 40 % (partner/married with more than 3 children living at home). In terms of 
frequency of dining the respondents were distributed as 25 % (once per month or less), 
47 % (more than once per month, but not week), and 28 % (at least once per week). 
The frequency of dining at a particular restaurant was distributed as follows: 7 % (never 
before), 16 % (twice), 47 % (occasionally), and 30% (frequently). Lastly, the 
reservation methods preferred by the respondents were distributed as 57 % (in 
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person), 24 % (telephone), 7 % (e-mail), 10.5 % (online), 1% (third party websites), 
and others (0.5 %). 
7.10 DATA ANALYSIS METHODS 
Data analysis is the process of deducing meaning from data (Hatch, 2002:148). Data 
analysis in practice is usually conducted in sequential phases (Zohrabi, 2013). Data 
analysis was conducted in three phases: data summarisation using descriptive 
statistics, measurement scale validation using Cronbachs’ alpha coefficient and factor 
analysis, and hypotheses testing using inferential statistics such as regression 
analysis and correlation analysis. 
7.10.1 Data summarisation 
Data summarisation in this study was achieved through the use of descriptive 
statistics. Descriptive statistics is the most efficient way of summarising data 
characteristics (McDaniel & Gates, 2004:339). Descriptive statistics transforms 
voluminous data to an elementary form that describe basic characteristics of both the 
respondents and the phenomena measured (Zikmund & Babin, 2007:321).  
Descriptive statistics are usually found in the two broad categories, namely, measures 
of the central tendency (mode, mean, median), and measures of dispersion (range, 
variance, standard deviation) (Burns & Burns, 2008:112).The descriptive statistics 
used in this study were the mode, the mean and the standard deviation. 
The mode as a component of descriptive statistics was used to compile the 
demographic profile of the respondents. The mode is the value that occurs frequently 
(Zikmund & Babin, 2007:293). The mode is a statistical tool in the descriptive statistics 
category known as the measures of the central tendency. The mode can be computed 
for all the types of data: nominal, ordinal, interval or ratio (McDaniel & Gates, 
2004:339). The information generated from the use of mode in compiling the 
demographic profile of the respondents is presented in a form of a table. 
Descriptive statistics were further used in this study to summarise data through 
generating mean values (Struwig & Stead, 2013:165). The mean, which is the sum 
value of all observations related to a variable divided by the number of observations, 
is another measure of central tendency just like the mode (McDaniel & Gates, 
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2004:339). The mean values assist researchers to determine the magnitude of the 
constructs being studied. 
The standard deviation is another descriptive statistical tool under the measures of 
dispersion category (McDaniel & Gates, 2004:340). The standard deviation 
summarises the way data values deviate from the mean values (Cooper & Schindler, 
2003:475). The standard deviation reveals the levels of agreement in the responses 
of the respondents.  
7.10.2 Measurement scale validation 
Measurement scale validation is the first phase in data analysis. The measurement 
scale validation process comprises determining internal consistency reliability and 
construct validity (DeVellis, 2003:133). 
Internal consistency reliability in this study was assessed using Cronbach’s alpha 
coefficients, since it is the most widely used method for estimating construct reliability 
(Kimberlin & Winterstein, 2008:2277). Internal consistency reliability is a property of a 
measurement scale and it is defined as the yielding of consistent metric scores that 
result in the minimisation of the measurement error (Carlson & Herdman, 2012:19). 
Internal consistency reliability coefficients range from 0.0 to 1.0 with higher coefficients 
indicating higher levels of reliability (Hair, Black, Babin & Anderson, 2014:123).  
After achieving acceptable internal consistency reliability for all the constructs 
measured in this study, the next logical step was to test for construct validity (Burns & 
Burns, 2008:425). Construct validity is defined as an estimate of the extent to which 
the variance of the underlying construct is reflected by the variance in the 
measurement scale items or simply the extent to which a measurement scale 
measures what it purports to measure (Kimberlin & Winterstein, 2008:2278; Westen 
& Rosenthal, 2003:609). Construct validity can also be viewed as the correspondence 
between constructs and their measures (Sorensen & Slater, 2008:200). Construct 
validity is made up of convergent validity and discriminant validity (Fornell & Larcker, 
1981). Factor analysis was used for measurement scale validation of both convergent 
validity and discriminant validity.  
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Factor analysis is a multivariate statistical tool that is useful for data summarisation 
(Malhotra, 2004:588) and determining the correspondents between the measurement 
items and the underlying factors which they represent (Hair, Black, Babin & Anderson, 
2006:368). Factor analysis also determines the linear combinations of items that 
represent a factor. A factor is also called a construct (Burns & Burns, 2008:14). 
Furthermore, factor analysis assists researchers to detect patterns in latent variables, 
reduce voluminous data, and discover new concepts (Burns & Burns, 2008:440; 
Cooper & Schindler, 2003:637). Factor analysis has two variants: confirmatory factor 
analysis (CFA), and exploratory factor analysis (EFA) (Burns & Burns, 2008:443; 
DeVellis, 2003:131). 
CFA is a component of structural equation modelling (SEM) that serves the purpose 
of validating measurement models (Cooper & Schindler, 2003:624). CFA test theories 
through assessing how well a factor structure fits the empirical observations (Weston 
& Gore, 2006:724). Thus, CFA is conducted to confirm a pattern of hypothesised 
relationships which could be grounded in previous empirical findings or an established 
theory (DeVellis, 2003:131). Furthermore, CFA is useful in assessing the uni-
dimensionality of the measurement scales for each latent variable (Hwang & Hyun, 
2012:668). CFA imposes constrains on measurement item loadings in such a way that 
each item is specified to load on only one latent variable (Cooper & Schindler, 
2003:627). In other words, CFA specifies the measurement items that define each 
construct (Burns & Burns, 2008:443). 
As another type of factor analysis EFA is a very important statistical tool that is useful 
in measurement scale development processes. It is used when the researcher is not 
sure about the number of factors that can be extracted from a set of data (DeVellis, 
2003:103-105). EFA imposes no constraints on measurement item loadings, leaving 
each item with freedom to load on all the latent variables that can be extracted from a 
set of data (Cooper & Schindler, 2003:627). 
The simple correlation between the measurement items and the factors is determined 
by factor loadings (Zikmund & Babin, 2010:626). Factor loadings are defined as a 
correlation between measurement items and their respective factors, also known as 
latent variables (Weston & Gore, 2006:724-726).  Factor loadings vary from +1.0 to -
1.0. Items with factor loadings of 0.4 and above were considered valid in this study 
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(Hair et al., 2014:115). The number of factors extracted from factor loadings can be 
determined priori or using eigenvalues (Burns & Burns, 2008:446-447; Malhotra, 
2004:607). In this study the number of factors extracted was determined priori.  
7.10.3 Hypotheses testing 
A hypothesis is an assumption that a researcher makes regarding some 
characteristics in a study population on the basis of some previous empirical findings 
or sound theory (McDaniel & Gates, 2004:344). Hypotheses testing were conducted 
by using regression analysis.   
Regression analysis as a statistical tool has several variants: bivariate regression, 
multiple regression, step-wise regression, and logistic regression (Cooper & Schindler, 
2003:580). Regression analysis is also used for testing hypotheses in models where 
some variables are specified as independent, while others are specified as dependent 
(Zikmund & Babin, 2013:99). The t-values and p-values are used in regression 
analysis as indicators of the significance of the hypothesised relationships between 
the constructs. 
In this study, bivariate regression and multiple regressions were used in the 
hypotheses testing exercise. A bivariate regression is statistical procedure for 
determining the associative relationship between a single metric dependent variable 
and a single metric independent variable, while a multiple regression has a single 
metric dependent variable and two or more metric independent variables (Malhotra, 
2004:530-539). A multiple regression analysis was used to test hypotheses that are 
related to the relationship between service encounter experiences as a dependent 
latent variable and antecedents of service encounter variables shown in Figure 7.1 as 
independent variables. Bivariate regression analysis was used to test hypotheses 
indicating that service encounter experiences as independent latent variable and 
individual outcome latent variables shown in Figure 7.1 as dependent variables. 
Correlation analysis was also used in order to understand the strength of the 
relationships of the variables in the postulated conceptual model (McDaniel & Gates, 
2004:372). A correlation is statistical measure of the correspondence between the 
study variables (Burns & Burns, 2008:342). Correlation analysis uses the correlation 
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coefficients to reveal the direction and magnitude of the relationships among variables 
in a study (Cooper & Schindler, 2003:570). Moreover, in a study, correlation analysis 
leads to the determination of a correlation matrix which is a table that displays 
coefficients for the interrelationships between the variables (Burns & Burns, 2008:454; 
Cooper & Schindler, 2003:577). 
Data analysis and interpretation were aided by inferences from theory (Cooper & 
Schindler, 2003:625) in order to avoid data snooping which is analysing data without 
theoretical guidance (O’Leary-Kelly & Vokurka, 1998:392). O’Leary-Kelly and Vokurka 
(1998:392) further noted that empirical results that are not substantiated with strong 
theoretical foundation are sample specific and thus, cannot be generalised to other 
related contexts. Therefore, the theoretical framework that has been reviewed in the 
previous chapters was used during the data analysis stage in order to avoid spurious 
or speculative results. 
7.11 SUMMARY 
This chapter was mainly focused on how this study has been carried out. Furthermore, 
the chapter presented the research paradigm, design, approach, and method adopted 
in this study. The procedures included the following: designing the study and sampling 
framework, developing a data collection instrument, administering the data collection 
instrument, and the procedures for analysing the results.  
The focus of the next chapter (Chapter eight) will mainly be on presenting, analysing 
and interpreting the findings of this study. The interpretation of data to be presented in 
the next chapter will cover issues such as test for validity and reliability of the 
measurement scales which were used to measure the variables of this study. The 
analysis will further test the hypotheses developed in chapter six and draw conclusions 
from the statistical tests that were conducted. 
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CHAPTER EIGHT 
EMPIRICAL EVALUATION OF THE RESULTS OF THE STUDY 
8.1 INTRODUCTION 
The previous chapter discussed the methodology followed in this study. The previous 
chapter also outlined the characteristics of the study population, sampling procedures, 
the nature of the data collection instrument, data collection procedures and data 
analysis procedures. 
This chapter presents the results of the empirical study of the antecedents and 
outcomes of service encounter experiences in the restaurant industry in Zimbabwe.  
This chapter outlines the results of the validity and reliability assessments of the items 
used to measure the constructs in the study. EFA results for the measurement scale 
validation are presented in this chapter. Reliability tests that were conducted by using 
Cronbach’s alpha coefficient are presented in this chapter. Furthermore, descriptive 
statistics, correlation analysis and regression analysis which form part of the data 
analysis tools are presented in this chapter. 
8.2 SUMMARY OF THE EMPIRICAL INVESTIGATION OBJECTIVES 
The research investigated the perceptions of the patrons regarding the service contact 
levels, ambience factors, service delivery quality and the typology of patrons. It further 
investigated the patrons’ service encounter experiences in the restaurants and the 
outcomes including patronage loyalty, re-patronage intention and patronage loyalty. 
The constructs investigated in this study are captured in the questionnaire that was 
used for data collection. In order to put the study into perspective the purpose of this 
study will be restated. 
The purpose of this study is to determine the antecedents and outcomes of service 
encounter experiences of patrons in the restaurant industry in Zimbabwe. The 
relevance of antecedents and outcomes in the restaurant industry shall be tested 
through a set of hypotheses and reduced into a form that will easily be discernible 
conceptual model. The hypotheses outlined in sub-sections below were used to draw 
inferences for the linkages in the proposed model. 
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8.3 HYPOTHESES AND HYPOTHETICAL MODEL OF THE STUDY 
The hypotheses of the study are as follows: 
HO1: There is a relationship between service contact levels and service encounter 
experiences. 
HO2:  There is a relationship between ambience factors and service encounter 
experiences. 
HO3: There is a relationship between service delivery quality and service encounter 
experiences. 
HO4: There is a relationship between the typology of patrons and service encounter 
experiences. 
HO5: There is a relationship between service encounter experiences and patronage 
retention. 
HO6:  There is a relationship between service encounter experiences and re-
patronage intention. 
HO7:  There is a relationship between service encounter experiences and patronage 
loyalty. 
Figure 8.1 shows the hypothetical model of the study. 
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Figure 8.1: Hypothetical model of the determinants and outcomes of service 
encounter experiences in the restaurant industry 
 
Source: Researcher’s own construction 
 
8.4 DATA ANALYSIS OF THE EMPIRICAL RESULTS 
The procedures of data analysis that were followed in this study comprises three 
phases. The first phase of data analysis involved assessing the internal reliability of 
the measurement scales of the data collection instrument. This was achieved through 
determining the Cronbach’s alpha coefficients of measurement scales for each 
variable by using the data analysis software named STATISTICA (Bryman & Bell 
2007:162). 
The second phase of data analysis involved an evaluation of construct validity of the 
measurement scales that were used in assessing the study variables. Construct 
validity consists of convergent validity and discriminant validity. Construct validity was 
measured using an EFA. 
The third phase assessed the influence of independent variables on the dependent 
variables shown in Figure 8.1 through the use of multiple regression analysis. The 
variables used in phase three of data analysis are the ones that were validated in 
phase two. The variables in this study are abbreviated in Table 8.1. 
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Table 8.1: Abbreviations of variables 
Name Abbreviation 
Service contact levels SCL 
Ambience factors AMB 
Service delivery quality SDQ 
Typology of patrons TP 
Service encounter experiences SEE 
Patronage retention PR 
Re-patronage intention RPI 
Patronage loyalty PL 
As evidenced from Table 8.1 the abbreviations for the latent variables in this study are 
presented as follows: service contact levels (SCL), ambience factors (AMB), service 
delivery quality (SDQ), typology of patrons (TP), service encounter experiences (SEE), 
patronage retention (PR), re-patronage intention (RPI), and patronage loyalty (PL). 
8.4.1 Reliability of the instruments 
Internal consistency reliability in this study was assessed by using Cronbach’s alpha 
coefficients, since it is the most widely used method for estimating reliability (Kimberlin 
& Winterstein, 2008:2277). Internal consistency reliability is a property of a 
measurement scale and it is defined as the yielding of consistent metric scores that 
result in the minimisation of the measurement error (Carlson & Herdman, 2012:19). 
Internal consistency reliability coefficients range from 0.0 to 1.0 with higher coefficients 
indicating higher levels of reliability (Kimberlin & Winterstein, 2008:2277).  
In the extant literature the most recommended Cronbach’s alpha values are anything 
above 0.70 (MacKenzie, Podsakoff & Jarvis, 2005:710). In this study, as shown in 
Table 8.2, all the Cronbach’s alpha values for the study constructs are above the 
recommended 0.70, and therefore all the constructs are appropriate for use in further 
data analysis. 
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Table 8.2: Cronbach’s alpha values  
Measuring instrument Alpha value 
Service contact levels (SCL) 0.776 
Ambience factors (AMB) 0.850 
Service delivery quality (SDQ) 0.906 
Typology of patrons (TP) 0.700 
Service encounter experiences (SEE) 0.920 
Patronage retention (PR) 0.807 
Re-patronage intention (RPI) 0.808 
Patronage loyalty (PL) 0.858 
Source: Researcher’s own construction 
Table 8.2 shows the highest Cronbachs alpha values was recorded for SEE, which 
means that the measurement scale for SEE is very reliable. The lowest Cronbach’s 
alpha value was recorded for TP. However, the alpha value for TP is still with the 
recommended values.   
8.4.2 Validity of the measuring instruments 
The next step in data analysis procedure, after determining the internal consistency 
reliability, was the assessment of construct validity. Construct validity is usually in the 
form of convergent and discriminant validity. Construct validity was assessed using an 
EFA. 
EFA was used to validate the measurement scales that make up the data collection 
instrument. EFA is a statistical tool which is used primarily for data reduction and 
summarisation of interrelated variables in order to determine the underlying factors 
(Maholtra, 2006:588). EFA explores data for the purposes of revealing unidimensional 
latent variables and items that are empirically linked to the latent variables (O’Leary & 
Vokurka, 1998:391-392). EFA is particularly useful in determining construct validity of 
the measurement scales in a data collection instrument (Babin, Hair & Boles, 
2008:284). 
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Factor loadings of items were used to determine the factors that represent the items. 
Factor loadings are simply correlations between the variables and their underlying 
factors (Maholtra, 2006:589). According to Costello and Osborne (2005:5) a factor with 
fewer than three items is generally weak and unstable, however, with further research 
and analysis it may be possible to reduce the item number and maintain a strong factor 
if there is a very large data set. Although Hair, Anderson, Tathan and Black (1992:67) 
suggest that factor loadings below 0.30 are normally deleted. Hair et al. (2014:115) 
suggest that loadings of 0.30 have a practical significance only for sample sizes of 350 
or greater.  
In this study, a loading of 0.4 and above was considered significant to confirm validity. 
For the purpose of this study, the factor loading of three items per factor is considered 
significant and any factors that fail to load three and more items are considered 
insignificant and will be deleted and ignored for any further analysis.   
The acceptance criteria of cross loading in factor analysis in this study is based on 
whether item loadings in main factor are higher than loadings in the other. 
Furthermore, there should be, at least, a difference of 0.20 between loadings (Costello 
& Osborne 2005:3-4). For example, if an item loads 0.60 in one factor, the highest 
loading of this item on the other factors should be 0.40. 
The data analysis software application STATISTICA (version 13.2) was used to 
conduct three sets of EFA. The first set involved an EFA on the items adapted to 
measure service contact levels (SCL), ambience factors (AMB), service delivery 
quality (SDQ), and typology of patrons (TP).  The second factor analysis consisted of 
the service encounter experiences (SEE).  The last factor analysis iconsisted of the 
potential outcomes of service encounter experiences, namely, patronage retention 
(PR), re-patronage intention (RPI) and patronage loyalty (PL).  
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(a) Patrons’ views of service contact levels, ambience factors, service delivery 
quality, typology of patrons    
Table 8.3 depicts the first EFA results. Ten of the twelve items (SDQ1, SDQ2, SDQ3, 
SDQ4, SDQ5, SDQ6, SDQ7, SDQ8, SDQ9, SDQ11) that were expected to measure 
‘service delivery quality’ loaded on factor one (1).  This means that respondents 
viewed these items as measures of a single construct ‘service delivery quality’ as 
shown in Table 8.4. Two of the twelve items (SDQ10, SDQ12) that were expected to 
measure ‘service delivery quality’ cross-loaded and were deleted as these items did 
not demonstrate sufficient discriminant validity. 
Table 8.3 further indicates that four items (SCL1, SCL2, SCL3, SCL4) that were 
expected to measure ‘service contact levels’ loaded onto factor two (2). This means 
that the respondents perceived these items as a single construct, termed ‘service 
contact levels’.  
Three of the six items (TP2, TP3, TP4) developed to measure ‘typology of patrons’ 
loaded onto factor three (3), and these items are termed ‘typology of patrons’.  In this 
study, the factor loading of three items per factor, is considered sufficient. Thus, they 
are accepted as they demonstrate sufficient discriminant validity for further analysis.  
Table 8.3 shows that one item (AMB2) that was expected to measure ‘ambience 
factors’ cross loaded on factor one (1) and factor four (4) indicating that there is, at 
least, a difference of 0.20 between loadings. This item was deleted from factor one 
and retained on factor four as it demonstrates significant discriminant validity.  
Consequently, all seven items (AMB1, AMB2, AMB3, AMB4, AMB5, AMB6, AMB7) 
that were expected to measure ‘ambience factors’ loaded on factor four (4).  
Table 8.3 shows that one item (TP1) that was expected to measure ‘typology of 
patrons’ did not load to a significant extent (p < 0.4), and two items (TP5 and TP6) 
loaded onto factor five (5) which led to the deletion of these three items that were not 
used in subsequent analyses. 
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Table 8.3: Factor loadings: EFA results for the independent variables 
Items 
Factor1 Factor2 Factor3 Factor4 Factor5 
Service 
delivery 
quality 
Service 
contact 
levels 
Typology of 
patrons 
Ambience 
factors 
N/A 
SDQ 5 0.765431 0.214157 -0.022242 0.151835 0.016975 
SDQ 6 0.707108 0.219449 -0.022550 0.300723 -0.031385 
SDQ 7 0.692857 0.126789 0.048984 0.187045 0.087341 
SDQ 4 0.663320 0.115078 0.138746 0.203286 0.027452 
SDQ 9 0.657823 0.074245 0.098815 0.272857 0.160841 
SDQ 3 0.649017 0.016343 0.096624 0.362813 0.071878 
SDQ 8 0.581534 -0.040135 0.145786 0.315261 0.253672 
SDQ 2 0.570706 0.249087 0.133890 0.273528 0.062645 
SDQ 1 0.565166 0.253902 0.096591 0.227427 0.019165 
SDQ 11 0.544755 0.010192 0.005606 0.381739 0.280396 
SDQ 12 0.480697 -0.046320 -0.021522 0.582838 0.143384 
SDQ 10 0.465718 0.092807 0.251746 0.175360 0.400453 
AMB 2 0.425178 0.179431 -0.024733 0.633475 0.094862 
SCL 1 0.063001 0.799300 0.098330 -0.066845 0.122098 
SCL 4 0.198556 0.721775 0.033171 0.119693 0.171145 
SCL 2 0.082368 0.694860 0.085495 0.189805 0.118593 
SCL 3 0.260988 0.523579 0.092108 0.352392 0.077709 
TP 3 0.011781 0.111351 0.822778 -0.092881 0.073273 
TP 4 0.061623 0.036622 0.820331 0.055162 0.031968 
TP 2 0.128446 0.112027 0.672566 0.234024 0.063317 
AMB 3 0.290554 0.087611 -0.015017 0.709862 0.055269 
AMB 6 0.157347 0.069893 0.150322 0.708563 0.160167 
EMPIRICAL EVALUATION OF THE RESULTS OF THE STUDY                                      CHAPTER 8 
 
193 
Items 
Factor1 Factor2 Factor3 Factor4 Factor5 
Service 
delivery 
quality 
Service 
contact 
levels 
Typology of 
patrons 
Ambience 
factors 
N/A 
AMB 5 0.261908 0.129498 0.043761 0.689995 -0.012505 
AMB 1 0.241147 0.080634 0.118253 0.656345 0.127672 
AMB 4 0.370770 0.244583 -0.115496 0.510404 0.112687 
AMB 7 0.320047 0.272519 0.001078 0.492451 -0.204980 
TP 5 0.019267 0.167048 0.106057 0.028621 0.786305 
TP 6 0.199428 0.181376 0.023499 0.208688 0.691445 
TP 1 0.394245 0.094870 0.239128 0.387262 0.219542 
Expl.Var 5.631925 2.808069 2.128720 4.442074 1.698319 
Prp.Totl 0.187731 0.093602 0.070957 0.148069 0.056611 
Loadings greater than 0.4 were considered to be significant  
 
(b) Patrons’ views regarding service encounter experiences in the restaurants 
Table 8.4 indicates that all thirteen items expected to measure ‘service encounter 
experiences’ (SEE1, SEE2, SEE3, SEE3, SEE4, SEE5, SEE6, SEE7, SEE8, SEE9, 
SEE10, SEE11, SEE12, and SEE13) loaded on factor one (1).  This means that these 
items are viewed as a single construct termed ‘service encounter experiences’. 
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Table 8.4: Factor loadings: EFA results for the mediating variable 
Items Factor 
SEE 1 -0.682133 
SEE 2 -0.681176 
SEE 3 -0.760148 
SEE 4 -0.767819 
SEE 5 -0.621569 
SEE 6 -0.713809 
SEE 7 -0.767930 
SEE 8 -0.687038 
SEE 9 -0.701644 
SEE 10 -0.737063 
SEE 11 -0.744844 
SEE 12 -0.713993 
SEE 13 -0.713858 
Expl.Var 6.664024 
Prp.Totl 0.512617 
Loadings greater than 0.4 were considered to be significant 
 
(c)  Outcomes of service encounter experiences in the restaurant: Patronage 
retention, re-patronage intention and patronage loyalty  
Table 8.5 indicates that all five items (PL1, PL2, PL3, PL4, PL5) expected to measure 
‘patronage loyalty’ and one item (PR1) expected to measure ‘patronage retention’, 
loaded on factor one (1). This means that respondents viewed these items as 
measures of a single construct termed ‘patronage loyalty’. One item (RPI3) that is 
expected to measure ‘re-patronage intention’  cross loaded on factor one (1)  and 
factor two (2) indicate that there is a difference of 0.20 between loadings and this item 
was deleted from factor one and retained in factor two as it demonstrates significant 
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discriminant validity. Subsequently, four of the five items expected to measure ‘re-
patronage intention’ (RPI2, RPI3, RPI4, RPI5) and one (PR4) of the five items 
expected to measure ‘patronage retention’ loaded on factor two (2). This means that 
respondents viewed these items as measures of a single construct termed ‘re-
patronage intention’. Three of the five items expected to measure ‘patronage retention’ 
(PR2, PR3, PR5) and one item (RPI1) expected to measure ‘re-patronage intention’ 
cross loaded. All these items were deleted as they lacked sufficient validity for further 
analysis.   
Table 8.5: Factor loadings: EFA results for the dependent variables 
 Items 
Factor1 Factor2 
Patronage loyalty Re-patronage intention 
PL 2 0.812029 0.286644 
PL 3 0.808084 0.292141 
PL 4 0.797308 0.240388 
PL 1 0.672667 0.115988 
PL 5 0.650334 0.261045 
PR 2 0.627512 0.425940 
PR 1 0.612697 0.223082 
PR 3 0.595742 0.485543 
RPI 1 0.461009 0.535218 
PR 5 0.407555 0.527184 
RPI 3 0.403961 0.713099 
RPI 2 0.123816 0.738621 
RPI 4 0.332944 0.694542 
RPI 5 0.237771 0.665297 
PR 4 0.386081 0.496150 
Expl.Var 4.821174 3.563465 
Prp.Totl 0.321412 0.237564 
Loadings greater than 0.4 were considered to be significant 
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Table 8.5 shows that all items expected to measure the ‘patronage retention’ variable 
are not valid enough for the respondents to interpret ‘patronage retention’ as expected. 
Hence, these items were interpreted by respondents as measures of ‘patronage 
loyalty’ and ‘re-patronage intention’. This means that the dependent variable 
‘patronage retention (PR)’ was deleted and not considered for further analysis in the 
study.  
8.4.3 Descriptive statistics 
In this study descriptive statistics were used to analyse univariate data. Univariate data 
is related to an analysis from measuring a single attribute (Francis, 2004:95). In this 
study the analysis of univariate data was based on the constructs, namely, service 
contact levels, ambience factors, service delivery quality, typology of patrons, service 
encounter experiences, re-patronage intentions, and patronage loyalty.  
Descriptive statistics involve both the measures of the central tendency and measures 
of dispersion (Francis, 2004:95). Measures of central tendency assess the extent to 
which data values group around the central value, while measures of dispersion 
assess the scattering of the values away from the central value (Berenson, Levine & 
Krehbiel, 2012:126).  
The measures of the central tendency include the mean, mode and the median 
(Wegner, 2013:63). In this study, only the mean was used to describe the pattern in 
the data. The mean is an average of all the observations in a population or a sample 
(Weiters, 2008:59). The mean is useful in that it utilises all the data values in a sample 
and is unbiased in its estimates (Wegner, 2013:64). The computed arithmetic mean 
values for the constructs in this study are shown in Table 8.6. 
The measures of dispersion include the standard deviation, range, coefficient of 
determination, and variance (Berenson et al., 2012:132). In this study the standard 
deviation was used to describe the data. Standard deviation is a measure of dispersion 
or spread of scores in a distribution or unit of measure of a random variable (Wegner, 
2013:79). The standard deviation is useful in comparing the outcomes of constructs 
measured in different units and assessing the extent to which the respondents’ views, 
opinions and perceptions converge (Best & Kahn, 1998:35). The computed standard 
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deviations for the constructs in this study are shown in Table 8.6. 
Table 8.6 shows the descriptive statistics of the constructs that were measured using 
seven point Likert scale.  The degree of views and perceptions of the respondents with 
regards to the statements in the questionnaire were indicated through selecting from 
given options ranging from one to seven. The Likert scale in the questionnaire was 
presented as (1-strongly disagree; 2-disagree; 3-somewhat disagree; 4-neutral; 5-
somewhat agree, 6-agree and 7-strongly agree). 
Table 8.6 shows that the mean score for service delivery quality is 5.00. This implies 
that the patrons in the restaurant industry in Zimbabwe perceive the service delivery 
quality as slightly higher. Equally, the respondents perceive the ambience factors and 
service encounter experiences as equally higher as evidenced by the mean scores of 
5.24 and 5.19, respectively. However, the respondents perceive the service contact 
levels as very low, since most patrons can only contact the service providers more 
through face-to-face interaction than through technology mediated platforms such as 
the internet and telephone. 
Table 8.6 also reveals that patrons, to some extent, are loyal and have moderate re-
patronage intentions to their regular restaurants as evidenced by the mean scores of 
5.11 and 4.97 respectively. 
Table 8.6 also shows the standard deviations for constructs in this study. All the 
constructs have a standard deviation that is below their respective means implying 
that there is low variability in terms of the respondents’ views and perceptions towards 
the variables in this study. 
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Table 8.6: Descriptive statistics: General sample response per category 
VARIABLE MEAN STANDARD DEVIATION 
SDQ 5.00 1.10 
SCL 3.75 1.54 
TP 3.64 1.53 
AMB 5.24 1.21 
SEE 5.19 1.09 
PL 5.11 1.33 
RPI 4.97 1.18 
8.4.4 Cronbach’s alpha values of latent variables based on the results of 
factor analysis 
Table 8.7 indicates that all Cronbach’s reliability coefficients are above 0.70 and as 
high 0.92, which is regarded as acceptable for the purpose of this study. It indicates 
that all instruments have an acceptable reliability of 0.70 and above. The study retains 
SCL, AMB, SDQ, TP, SEE, RPI and PL since their Cronbach’s alpha values were 
above the cut-off point. These results are summarised in Table 8.7 by means of an 
empirical factor structure used for regression analysis. 
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Table 8.7: Factor loadings: Cronbach’s alpha coefficients of the latent variables 
which are based on the EFA 
LATENT VARIABLE ITEMS Αlpha 
Service contact levels (SCL) SCL1, SCL2, SCL3, SCL4 0.77 
Ambience factors (AMB) 
AMB1, AMB2, AMB3, AMB4, AMB5, 
AMB6, AMB7 
0.82 
Service delivery quality (SDQ) 
SDQ1, SDQ2, SDQ3, SDQ4, SDQ5, 
SDQ6, SDQ7, SDQ8, SDQ9, SDQ11 
0.90 
Typology of patrons (TP) TP2, TP3, TP4 0.72 
Service encounter experiences 
(SEE) 
SEE1, SEE2, SEE3, SEE4, SEE5, 
SEE6, SEE7, SEE8, SEE9, SEE10, 
SEE11, SEE12, SEE13 
0.92 
Re-patronage intention (RPI) RPI2, RPI3, RPI4, RPI5, PR4 0.72 
Patronage loyalty (PL) PL1, PL2, PL3, PL4, PL5, PR1 0.85 
Following the reliability and validity assessment, four independent variables (Service 
contact levels (SCL), Ambience factors (AMB), Service delivery quality (SDQ) and 
Typology of patrons (TP) were retained for further analysis. Furthermore, an 
intervening variable Service encounter experiences (SEE), and two  dependent 
variables Re-patronage intention (RPI) and Patronage loyalty (PL) were retained in 
the empirical model for further analysis. The latent variables, and the individual items 
measuring them, are summarised in Table 8.8.   
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Table 8.8: Empirical factor structure for regression analysis for latent variables 
LATENT VARIABLE ITEMS 
Service contact levels (SCL) SCL1, SCL2, SCL3, SCL4 
Ambience factors (AMB) 
AMB1, AMB2, AMB3, AMB4, AMB5, 
AMB6, AMB7 
Service delivery quality (SDQ) 
SDQ1, SDQ2, SDQ3, SDQ4, SDQ5, 
SDQ6, SDQ7, SDQ8, SDQ9, SDQ11 
Typology of patrons (TP) TP2, TP3, TP4 
Service encounter experiences (SEE) 
SEE1, SEE2, SEE3, SEE4, SEE5, 
SEE6, SEE7, SEE8, SEE9, SEE10, 
SEE11, SEE12, SEE13 
Re-patronage intention (RPI) RPI2, RPI3, RPI4, RPI5, PR4 
Patronage loyalty (PL) PL1, PL2, PL3, PL4, PL5, PR1 
The empirical structure summarised in Table 8.8 was subsequently subjected to a 
multiple regression analysis using the data analysis software application STATISTICA 
(version 12.3). The multiple regression analysis was conducted using reformulated 
hypotheses and an adapted theoretical model. 
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Figure 8.2: Revised model of service encounter experiences in the restaurant 
industry 
 
8.5 REFORMULATION OF HYPOTHESES 
The following are the remaining hypotheses which relate to service encounter 
experiences in the study’s model: 
H1: There is a relationship between service contact levels and service encounter 
experiences. 
EMPIRICAL EVALUATION OF THE RESULTS OF THE STUDY                                      CHAPTER 8 
 
202 
H2:  There is a relationship between ambience factors and service encounter 
experiences. 
H3: There is a relationship between service delivery quality and service encounter 
experiences. 
H4: There is a relationship between the typology of patrons and service encounter 
experiences. 
H6:  There is a relationship between service encounter experiences and re-
patronage intention. 
H7:  There is a relationship between service encounter experiences and patronage 
loyalty. 
A modified theoretical model shown in Figure 8.3 reveals the assessment of the 
hypothesised relationships. 
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Figure 8.3: The hypothesised model of patrons’ views regarding service 
encounter experiences in the Zimbabwean restaurant industry  
 
8.6 REGRESSION ANALYSIS 
The hypothesised relationships in this study as depicted in Figure 8.3 were tested 
using regression analysis. A regression analysis, as a statistical procedure, 
determines the mathematical relationship that exists between an independent variable 
and a dependent variable (Berenson et al., 2012:552; Maholtra, 2006:530).  
Regression analysis is based on four assumptions: linearity, independence of errors, 
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normality of error, and equal variance. Linearity assumes that the relationship between 
variables is linear. Independence of errors refers to the assumption that errors are 
independent of each other. Normality refers to the assumption that errors are normally 
distributed at each value of the dependent variable. Equal variance also referred to as 
homoscedasticity assumes that the variances of errors are constant for all the values 
of the dependent variable (Berenson et al., 2012:568). 
In marketing research, regression analysis is usually used for determining whether the 
specified independent variable explains the variation in the specified dependent 
variable, the magnitude of the variation in the dependent variable that is explained by 
the independent variable, and the structure of the relationship between the 
independent variable and the dependent variable (Maholtra, 2006:531). 
In this study regression analysis was performed to establish the relationship between 
the hypothesised independent (predictor) variables and the mediating variable, and 
then the influence of the mediating variable on the dependent (outcome) variables. 
The most common indicators of the significance of relationships in regression analysis 
are the p-value and the t-value. A p-value is a continuous measure of evidence of the 
significance of the postulated relationship. The conventional p values are 
trichotomised as p<0.01, p<0.05, and p<0.10. (Gelman, 2012:2). In regression 
analysis a smaller p-value and a bigger t-value indicates that the null hypothesis is 
rejected and the alternative hypothesis is accepted. 
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8.6.1 The influence of variables on patrons’ views regarding service 
encounter experiences in the restaurant industry 
8.6.1.1 The influence of service contact levels, ambience factors, service 
delivery quality and typology of patrons 
Table 8.9 indicates that service contact levels (r = -0. 025, NS) do not exert significant 
influence on ‘service encounter experiences’. This implies that patrons believe that 
restaurants lack flexibility and technology to facilitate service delivery.   
Table 8.9 .indicates that ambience factors (b = 0.223, p < 0.001) and service delivery 
quality (b = 0.530, p < 0.001) are positively related to ‘service encounter experiences’. 
This indicates that respondents believe that service delivery quality and ambience 
factors of the restaurant facilitate the attainment of pleasant service encounter 
experiences. Although typology of patrons is positively related to service encounter 
experiences (b = 0. 060, p < 0.05), this relationship is weak. This implies that service 
providers should pay more attention to various needs and expectations of their 
patrons.  In total, the R2 of 0.589 explains that 59% of variability in the model is 
explained by the mediating variable (service encounter experiences) as shown in 
Table 8.9. 
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Table 8.9: Regression analysis: The influence of service contact levels, 
ambience factors, service delivery quality and typology of patrons  
 REGRESSION SUMMARY FOR INTERVENING VARIABLE: 
SERVICE ENCOUNTER EXPERIENCES 
Parameter Beta b* Std. Error B Std Error T value P-value 
SCL 0.025 0.038 0.020 0.027 0.655 0.513 
AMB 0.250 0.046 0.223 0.042 5.350 0.001*** 
SDQ 0.535 0.047 0.530 0.047 11.317 0.001*** 
TP 0.081 0.034 0.060 0.024 2.418 0.020* 
R R2 F Std Error of estimate P 
77% 0.58983648 142.01 0.58568292             p< .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
8.6.2 The influence of the service encounter experiences on patronage 
outcomes 
8.6.2.1 The influence of patrons’ views of the service encounter experiences 
on re-patronage intention 
Table 8.10 shows that the R2 of 0.508 indicates that 51% of the variability in the model 
is explained by the variable ‘re-patronage intention’. This means that service 
encounter experiences in the restaurants have a positive relationship with patrons’ re-
patronage intentions (b = 0.773, p < 0.001).  
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Table 8.10: Regression analysis: The influence of service encounter 
experiences on re-patronage intention  
 REGRESSION SUMMARY FOR DEPENDENT VARIABLE: 
RE-PATRONAGE INTENTION 
Parameter Beta b* 
Std. 
Error 
B Std Error T value P-value 
Service encounter 
experiences (SEE) 
0.713 0.035 0.773 0.030 20.281 0.001*** 
      R R2 F Std Error of estimate  P 
71% 0.50823127 411.32 0.50699567   p<0 .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
 
8.6.2.2 The influences of service encounter experiences on patronage loyalty   
Table 8.11 shows that the R2 of 0.448 indicates that 45% of the variability in the model 
is explained by the variable ‘patronage loyalty’.  This means that patronage loyalty (b 
= 0.823, p < 0.001) has a positive relationship with service encounter experiences.  
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Table 8.11: Regression analysis: The influences of service encounter 
experiences on patronage loyalty 
 REGRESSION SUMMARY FOR DEPENDENT VARIABLE: 
PATRONAGE LOYALTY 
Parameter Beta b* 
Std. 
Error 
B Std Error T value P-value 
Service 
encounter 
experiences 
(SEE) 
0.670 0.037 0.823 0.046 17.989 0.001*** 
      R R2 F Std Error of estimate  P 
67% 0.44845906 323.61 0.44707328   p<0 .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
Tables 8.9 to 8.11 indicate that the higher the t-values, the stronger the impact of the 
independent variables on ‘service encounter experiences’, whilst, the t-values of the 
intervening variable indicate a high impact on dependent variables. Table 8.9 indicates 
that ‘service delivery quality’ has a strong impact on service encounter experiences 
with the high t-value (t = 11.317), followed by the moderate impact of ‘ambience 
factors’ on service encounter experiences, with a moderate t-value (t = 5.350). Table 
8.9 further reveals a low impact of ‘typology of patrons’ on service encounter 
experiences with a t-value (t = 2.418). Table 8.11, indicates the strongest impact of 
‘service encounter experiences’ on ‘re-patronage intention’, with the highest t-value (t 
=20.281). Furthermore, Table 8.10 shows that ‘service encounter experiences’ has a 
strong impact on patronage loyalty with a high t-value (t = 17.989).  It can, therefore, 
be concluded that most of the correlations between the latent variables are positive 
and significant.  
8.7 CORRELATION ANALYSIS  
A correlation analysis was used in this study to assess the strength of the linear 
relationships between the constructs in this study. A correlation analysis provides two 
important measures of strength: coefficient of correlation and coefficient of 
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determination (Weiters, 2008:567). The coefficient of correlation indicates both the 
direction and the strength of the relationships between the study variables. The 
coefficient of determination (r2), which is described as the total variation in the 
dependent variable divided by the unexplained variation in the dependent variable, is 
also another measure of the strength of the relationship between variables (Weiters, 
2008:567). The coefficient of determination signifies the proportion of the total variation 
in the dependent variable that is explained by the independent variables. It varies 
between the values 0 and 1(Maholtra, 2006:531). 
Table 8.12 indicates that there is a positive correlation between service delivery quality 
and service encounter experiences with a coefficient of 0.741. This implies that when 
staff receives adequate support from their management and immediate supervisors 
on how to excel in their jobs, they tend to exhibit appropriate behaviour that generates 
pleasant service encounter experiences. Although there is a positive relationship 
between typology of patrons and service encounter experiences with a coefficient of 
0.249, this relationship is not sufficiently significant. This implies that management 
should pay sufficient attention to different expectations, demands and needs of their 
target group by creating flexibility, convenience and technology of the service delivery. 
Furthermore, Table 8.12 shows that ambience factors positively correlated with 
service encounter experiences with a coefficient of 0.653. This means that when 
service employees and management improve and augment the restaurant 
atmospheric amenities, patrons experience more positive service encounter 
experiences.  
Table 8.12 indicates that service encounter experiences highly correlate with 
patronage loyalty with a coefficient of 0.670. This means that, when the patrons feel 
that their expectations are always met by the service provider, in the restaurant 
industry, during the service encounter, they tend to be more loyal to that particular 
restaurant. Furthermore, service encounter experiences highly correlate with re-
patronage intention with a coefficient of 0.713. This indicates that when patrons 
receive pleasant encounter experiences, they are highly motivated to revisit and 
patronise the same restaurant.   
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Table 8.12: Correlation matrix of variables of the study 
 IDV1 IDV2 IDV3 IDV4 INTERV DV1 DV2 
SDQ SCL TP AMB SEE PL RPI 
SDQ 1.000 0.473 0.222 0.709 0.741 0.642 0.640 
SCL 0.473 1.000 0.255 0.455 0.412 0.348 0.433 
TP 0.222 0.255 1.000 0.171 0.249 0.233 0.259 
AMB 0.709 0.455 0.171 1.000 0.653 0.622 0.635 
SEE 0.741 0.412 0.249 0.653 1.000 0.670 0.713 
PL 0.642 0.348 0.233 0.622 0.670 1.000 0.621 
RPI 0.640 0.433 0.259 0.635 0.713 0.621 1.000 
Service delivery quality (SDQ) 
Service contact levels (SCL) 
Ambience factors (AMB) 
Typology of patrons (TP) 
Service encounter experiences (SEE) 
Patronage loyalty (PL) 
Re-patronage intention (RPI) 
8.8 FINDINGS ON HYPOTHESISED RELATIONSHIPS 
The following are the remaining hypotheses concerning service encounter 
experiences in the study’s model: 
H1: There is a relationship between service contact levels and service encounter 
experiences. 
Table 8.9 indicates that service contact levels is not significantly related to service 
encounter experiences (r = 0.025, NS). This means that there is no significant 
correlation between service contact levels and service encounter experiences. 
Therefore, H1 is rejected and the alternative is accepted.  
H2: There is a relationship between ambience factors and service encounter 
experiences. 
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Table 8.9 reports a statistically significant positive relationship between ambience 
factors and service encounter experiences (p < 0.001). This means that there is a 
significant positive correlation between ambience factors and service encounter 
experiences with r = 0.250; t value (t= 5.350) and a coefficient value of 0.653. 
Therefore, H2 is accepted. 
H3: There is a relationship between service delivery quality and service encounter 
experiences. 
Table 8.9 reports a statistically significant positive relationship between service 
delivery quality and service encounter experiences (p < 0.001). This means that there 
is a significant positive correlation between service delivery quality and service 
encounter experiences, r = 0.535; t value (t=11.317) and a coefficient value of 0.741. 
Therefore, H3is accepted. 
H4: There is a relationship between the typology of patrons and service encounter 
experiences. 
Table 8.9 reports a statistically significant positive relationship between the typology 
of patrons and service encounter experiences (p < 0.05). This means that there is a 
significant positive correlation between typology of patrons and service encounter 
experiences with r = 0.081; t value (t= 2.417) and a coefficient value of 0.249. 
Therefore, H4 is accepted. 
H6: There is a relationship between service encounter experiences and re-patronage 
intention. 
Table 8.10 reports a statistically significant positive relationship between service 
encounter experiences and re-patronage intention (p < 0.001). This means that there 
is a significant positive correlation between service encounter experiences and re-
patronage intention with r = 0.713; t value (t= 20.281) and a coefficient value of 0.713. 
Therefore H6 is accepted. 
H7: There is a relationship between service encounter experiences and patronage 
loyalty. 
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Table 8.11 reports a statistically significant positive relationship between service 
encounter experiences and patronage loyalty (p < 0.001). This means that there is a 
significant positive correlation between service encounter experiences and patronage 
loyalty with r = 0.453; t value (t= 11.673) and a coefficient value of 0.670. Therefore 
H7 is accepted. 
Figure 8.4: Summary of the regression analysis results of the study 
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8.9 SUMMARY 
This chapter presented the results of the statistical analysis of the empirical data. The 
analysis started with determining the internal consistency of the measurement scales 
by calculating the Cronbach’s alpha coefficients. After determining the internal 
consistency of the measurement scales, the data analysis process proceeded to 
determine the construct validity of the measurement scales, namely, convergent 
validity and discriminant validity, using EFAs. 
After establishing the reliability and validity of the measurement scales used to capture 
data for the constructs in this study, a correlation analysis was conducted in order to 
determine the relationships between the variables. A correlation analysis was followed 
by a test of hypotheses. Hypothesis testing was done using linear regressing analysis 
through the data analysis software called STATISTICA (version 13.2). 
Chapter nine which is the next chapter discusses the meaning of the empirical results 
in this chapter. The next chapter will further present the conclusions drawn from this 
study, the managerial implications of the results obtained in this study and the 
recommendations drawn from the results in this study. The results of this study will 
also be evaluated in the context of previous studies with the view to drawing parallels 
and disparities. The next chapter shall present the contribution of this study to the 
marketing body of knowledge and the limitations associated with this study. 
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CHAPTER NINE 
SUMMARY, CONCLUSIONS, MANAGERIAL IMPLICATIONS                            
AND RECOMMENDATIONS 
9.1 INTRODUCTION 
The previous chapter presented the empirical results of this study. These results 
related to the postulated antecedents and outcomes of the service encounter 
experiences construct. The findings presented in the previous chapter were 
determined through assessing the validity of the measurement scales using EFAs and 
by considering the hypothesised relationships between the constructs through 
regression analysis. It was revealed, in the previous chapter, that except for the 
service contact levels variable, all the independent variables (ambience factors, 
service delivery quality, typology of patrons), are significantly related to the service 
encounter experiences variable, and similarly the two dependent variables (re-
patronage loyalty and patronage loyalty) are positively and significantly related to the 
service encounter experiences construct. 
This chapter presents the summary of this entire study. The summary covers issues 
ranging from the background of the study, the study objectives and hypotheses, the 
related literature reviews of the four relevant chapters, the conceptual model, research 
methodology, and the empirical results. This chapter also presents the managerial 
implications of this study, its contribution to the marketing body of knowledge, and the 
limitations. The discussion of the empirical results will also be in the context of the 
main objective which was to determine the antecedents and outcomes of service 
encounter experiences in the restaurant industry in Zimbabwe.  
9.2  SYNOPSIS OF THE STUDY 
Chapter one presented an overview of the entire study, starting from the background 
of the restaurant industry in Zimbabwe, the methodology to be adopted and the 
proposed conceptual model. Chapter one gave a summary of the background of the 
restaurant industry in Zimbabwe, the problem statement, research objectives and 
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hypotheses, related extant culinary literature and briefly presented the proposed 
contribution of this study to the marketing body knowledge. 
In chapter one the proposed conceptual model was also presented. The conceptual 
model presented service encounter experiences as the central construct; service 
contact levels, ambience factors, service delivery quality and the typology of patrons 
as antecedents; and, patronage retention, re-patronage intention and patronage 
loyalty as outcomes. 
Chapter two presented lengthy details about the nature of the restaurant industry 
related to the types of restaurant businesses operating in Zimbabwe. The types of the 
restaurant businesses identified in this study are the limited service and full service 
restaurants under the formal restaurant business category. The limited service 
restaurant businesses in Zimbabwe presented in chapter two are fast-food 
restaurants, fast casual restaurants, and coffee shops. The full service restaurants 
presented in chapter two are fine dining restaurants, casual dining restaurants, and 
ethnic restaurants. Chapter two, further, presented the pop-up restaurants and mobile 
restaurants within the informal restaurant business category. 
Chapter two also presented an industry structure analysis of the restaurant industry in 
Zimbabwe. The industry analysis involved an evaluation based on the industry 
dimensions like the levels of industry concentration, market entry and exit, and 
differentiation variables. 
A Porter’s five forces analysis of industry attractiveness was also conducted and 
presented in chapter two. Porters five forces analysis discussed issues such as the 
bargaining power of patrons, bargaining power of suppliers, threats of substitutes, 
threats of new entrants, and the intensity of rivalry, as relevant to the restaurant 
industry in Zimbabwe. The market analysis revealed that the restaurant industry in 
Zimbabwe is relatively attractive and competitive. 
Chapter two discussed the contribution of the restaurant industry to the Zimbabwean 
economy. This contribution specified that restaurants stabilise the economy, ensure 
the creation of employment, and contribute towards the GDP. 
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Lastly, chapter two presented the application of the household production theory to 
the restaurant industry. The dimensions of the household production theory 
characteristics include the household managers’ demographics like age, gender, race, 
marital status, religion, levels of education, and the size of the family. 
Chapter three, presented under the PESTLE framework, contemporary issues that 
affect the restaurant industry in Zimbabwe. The PESTLE framework is a 
representation of six variables: political, economic, social, technological, legal, and 
environmental variables which impact restaurants. 
Political issues discussed in chapter three range from ease-of-doing business policy 
to the local content policy. The ease-of-doing business policy advocates for the 
removal of barriers to the smooth execution of business transactions in line with 
international trends in other developed countries. The local content policy advocates 
for the use of locally sourced material in service delivery with the aim of creating a 
domestic market for locally produced products and services. 
Economic issues raised in chapter three focussed on multi-currency regime, and 
electronic payments in Zimbabwe. The multi-currency regime ensures the use of major 
currencies such as the US Dollar, British Pound, South African Rand and Botswana 
Pula in conducting business transactions. The major problem identified in the use of 
different currencies is the issue of volatile exchange rate and the unavailability of small 
denominations. The forms of electronic payments presented in chapter three are 
plastic money and mobile money. 
Social issues entailed consumer ethnocentrism and health consciousness. It was 
revealed in chapter three that most patrons prefer locally sourced products and 
services due to the belief that locally manufactured products are superior in terms of 
quality. There is also a rising inclination towards health consciousness in Zimbabwe 
which is expressed through the avoidance of GM foods and food additives due to the 
need for preventing non-curable diseases such as cancer, BP, and diabetes. 
It was also revealed in chapter three that there are shifting demographics in the 
restaurant industry in Zimbabwe which relate to aspects such as dual employment, 
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informal employment, and more lean family sizes. These shifts in demographics 
positively impact on the demand for restaurant services. 
The technological issues presented in chapter three include, but are not limited to the 
adoption of technological applications such as OTROS, POS, TMS, KDS, SST, and 
SM in the restaurant industry. The technological applications are deemed to elicit 
pleasant service encounter experiences in the restaurant industry. However, it was 
also noted that some of the novel technologies identified above are yet to be adopted 
by many restaurant businesses in Zimbabwe.  
The legal issues presented in chapter three relate to the Statutory Instrument Number 
of 64 of 2016, Customs and excise (Suspension) (Amendment) Regulations, 2016 
(Number 144), the Food and Food Standards (Inspection and Certification) 
Regulations of 2015, and the Nyamande & Anor vs Zuva Petroleum (Pvt) Ltd (1) S-
43-15. These pieces of legislation were deemed to either slow down the opening up 
of new restaurant businesses or increase the costs of running restaurant businesses. 
Lastly, chapter three also presented environmental issues that tend to affect the 
operations of the restaurant businesses. The environmental issues are mainly related 
to climatic changes that affect the availability of water and agricultural produce which 
are core ingredients to the operations of restaurant business. Environmental factors 
were revealed to be some of the determinants of demand for certain meals in 
restaurant businesses. For instance, the demand for coffee and tea relies on the 
prevailing weather patterns. 
Chapter four presented the core construct of this study which is service encounter 
experiences. The nature and dimensionality of the service encounter experiences 
construct was explored and placed in the context of the restaurant industry. Some of 
the dimensions of the service encounter experiences mentioned in chapter four are 
cognitions, feelings, and physiology. 
Furthermore, chapter four also presented the postulated antecedents of the service 
encounter experiences. The antecedents of service encounter experiences identified 
in this study, due to their uniqueness in the restaurant industry in Zimbabwe are 
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service contact levels, ambience factors, service delivery quality, and typology of 
patrons. 
Chapter five presented the outcomes of service encounter experiences which were 
theoretically deemed appropriate: patronage retention, re-patronage intention, and 
patronage loyalty. The chapter presented the nature and benefits of the outcomes of 
service encounter experiences. Patronage retention strategies such as switching 
barriers and bonding were outlined. The re-patronage intentions determinants 
comprising attitude, norm, and control were also analysed. Lastly, chapter five tracked 
the chronology in the conceptualisation of patronage loyalty from the one-dimensional 
approach that was anchored on behavioural aspects to the bi-dimensional approach 
that is a hybrid of the behavioural and the attitudinal aspects of patronage loyalty. 
Chapter six presented the conceptual model adopted in this study. The model shows 
service contact levels, ambience factors, service delivery quality and typology of 
patrons constructs as the postulated antecedents of the service encounter 
experiences construct, and patronage retention, re-patronage intention and patronage 
loyalty as the hypothesised outcomes of service encounter experiences. The model 
was conceptualised by using relevant theories to link the related constructs. For 
instance, the balance theory, the operant behaviour theory, the theory of planned 
behaviour, and the social exchange theory were used to link service contact levels, 
patronage retention, re-patronage retention, and patronage loyalty to the service 
encounter experiences construct, respectively. The other theories discussed in this 
chapter are as follows: the sensory load theory applicable in explaining ambience 
factors, the disconfirmation theory in explaining the service delivery quality construct, 
and the personality trait theory in explaining the typology of patrons. 
Chapter seven presented the methodology adopted in this study. The discussion 
outlined the research design, research philosophy, research methods, data collection 
instruments, and data analysis methods adopted in this study. The positivism research 
approach was described in chapter seven as the philosophical foundation of this study. 
The quantitative research method which was used to collect data related to the 
research objectives was explained in chapter seven. Furthermore, the nature of the 
data collection instrument including the sources of the items was also discussed and 
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provided in chapter seven. Moreover, the following were discussed: factor analysis as 
the measurement scale validation statistical tool, descriptive statistics in the form of 
mean and standard deviation as data summarisation statistical tools and regression 
analysis as the hypotheses testing statistical tool, and correlation analysis as a 
relationship testing tool. 
Chapter eight presented research results from the data analysis. Data analysis 
discussed in chapter eight comprises the two main steps: measurement scale 
validation and hypothesis testing. Measurement scale validation and hypotheses 
testing were achieved through factor analysis and regression analysis, respectively. 
The results from data analysis revealed that the items for patronage retention are 
perceived by the patrons as belonging to the same construct as patronage loyalty. 
Therefore, only two dependent variables remained for the purposes of further analysis. 
Hypotheses testing in chapter eight revealed that there are positive and significant 
relationships between service encounter experiences and all the hypothesised 
antecedents including ambience factors, service delivery quality and the typology of 
patrons, excluding the service contact levels construct where the relationship with 
service encounter experiences was not significant. Furthermore, positive and 
significant relationships were also established in chapter eight between service 
encounter experiences construct and its hypothesised outcomes identified in this 
study, namely, re-patronage intention and patronage loyalty. 
This chapter presented the summary of the entire study. The summary section of this 
chapter presented the content chapter by chapter. The section that followed the 
summary section in this chapter shall present the summary of empirical results which 
shall be followed by the section on managerial implications and conclusions. This 
chapter shall also present the contributions of this study and the limitations associated 
with this study. 
9.3  CONCLUSIONS ON RESEARCH PROBLEM AND QUESTIONS OF THE 
STUDY 
9.3.1  Conclusions on research problem 
In summary, this study attempts to investigate the following problems: 
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 the gap that exists in Zimbabwean research in respect of the restaurant 
industry; 
 the impact of a variety of physical facilities on patrons in restaurant industry; 
and 
 the effects of service encounter experiences on selected customer outcomes 
that are crucial to the success of restaurant businesses. 
The gap that exists in the accumulated stream of research in Zimbabwe with regards 
to the restaurant industry was identified in this study as research regarding the service 
encounter experiences construct. Most of the studies with issues related to the 
restaurant industry covered the traditional issues such as patronage satisfaction as 
the central construct. However, it was revealed in this study that the emerging 
customer relationship management literature has identified service encounter 
experiences as the central construct in understanding patrons’ dining related issues. 
Thus, patronage satisfaction is likely to assume the role of an outcome variable in the 
similar manner that other key variable like patronage retention, re-patronage retention, 
and patronage loyalty assume. 
The study sought to determine the influence of physical facilities and other selected 
variables on the patron’s service encounter experiences. The raised questions were 
based on the impact of service contact levels and ambience factors on service 
encounter experiences. Answers to these research questions were provided from both 
the theoretical literature review and empirical findings from this study. The study 
revealed that service contact levels do not significantly influence the service encounter 
experiences of patrons, while the other selected variables like ambience factors, 
service delivery quality and typology of patrons significantly influence patrons’ service 
encounter experiences. 
This study, further, found a gap in terms of the study of patronage retention, re-
patronage retention, and patronage loyalty as outcomes of service encounter 
experiences. A search in the extant literature revealed that these postulated outcomes 
were previously studied in the context of patronage satisfaction which is a small 
component of service encounter experiences (Lemon & Verhoef, 2016:71). However, 
this study, backed by relevant theories, linked patronage retention, re-patronage 
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retention, and patronage loyalty as outcomes to the service encounter experiences 
construct. 
The study also sought to determine the outcomes of service encounter experiences in 
the restaurant industry in Zimbabwe. The lessons drawn from literature revealed that 
service encounter experiences positively influence both re-patronage intentions and 
patronage loyalty. The same findings were supported by the empirical findings in this 
study. Therefore, the two questions that sought to find out the influence of patrons’ 
service encounter experiences on re-patronage intentions and patronage loyalty were 
affirmatively answered in this study with the empirical revelation that both selected 
outcomes are positively influenced by service encounter experiences.  
9.3.2  Conclusions on research questions of the study 
The research questions in this study were answered by both literature review and 
empirical results. 
1. What is the impact of service contact levels on patrons’ service encounter 
experiences in the restaurant industry? 
The question on the impact of service contact levels on service encounter experiences 
in the restaurant industry did not get much support from the existing empirical studies. 
However, the application of the balance theory by Heider (1958) provided some 
reasonable grounds to suggest that service contact levels have an impact on service 
encounter experiences. Furthermore, empirical results from this study revealed that 
service contact levels in the restaurant industry in Zimbabwe do not have any 
significant impact on the patrons’ service encounter experiences (b = -0.025, NS). 
2. What is the impact of ambience factors on patrons’ service encounter experiences 
in the restaurant industry? 
The question on the impact of ambience factors on service encounter experiences in 
the restaurant industry in Zimbabwe received answers from both extant marketing 
literature and empirical findings. In the extant literature several studies confirmed the 
existence of a significant impact of ambience factors on service encounter 
experiences.   
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Empirical literature demonstrated the impact of ambience factors on service encounter 
experiences in studies by Spence et al. (2014), Spence and Piqueras-Fiszman (2012), 
as well as Gal et al. (2007). Empirical results in this study equally supported the view 
that ambience factors have an impact on service encounter experiences (b = 0.223, p 
<0.001). 
3. What is the impact of service delivery quality on patrons’ service encounter 
experiences in the restaurant industry? 
The question on whether service delivery quality has an impact on service encounter 
experiences received answers in this study from both literature review and empirical 
results. Empirical studies by Ryu and Han (2010) in the quick-service restaurants, 
Hyun (2010:25), Barger and Grandey (2006:1231) in the USA restaurant industry, and 
Kwortnik and Han (2011:326) in the hospitality industry indicated that service delivery 
quality has an impact on service encounter experiences. Empirical results in this study 
further confirmed the same findings (b = 0.530, p <0.001). 
4. What is the impact of patronage typology on patrons’ service encounter 
experiences in the restaurant industry? 
The question on whether the typology of patrons has an impact on service encounter 
experiences of the restaurant patrons was answered by using an application of the 
personality theory. A search in the extant literature did not reveal any empirical studies 
that could link the typology of patrons to the service encounter experiences. However, 
empirical results from this study revealed that the typology of patrons has a moderate 
impact on the restaurant patrons’ service encounter experiences (b = 0.060, p <0.05).  
5. Do the restaurant patrons’ service encounter experiences lead to patronage 
retention? 
The question on whether service encounter experiences lead to patronage intention 
was answered by empirical literature which confirmed that indeed service encounter 
experiences lead to patronage retention. In studies by Mattila (2001) the impact of 
service encounter experiences on patronage retention was supported. 
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However, the question could not be answered from the empirical results of this study 
as it was omitted from further analyses after the measurement scale validation process 
using EFA analysis had indicated that most of the items of patronage retention 
construct load on patronage loyalty. 
6. Do the restaurant patrons’ service encounter experiences lead to re-patronage 
intention? 
The question on whether patrons’ service encounter experiences lead to re-patronage 
intention received answers from both literature review and empirical results of this 
study. Empirical studies by Lin and Liang (2011), Wong (2004:365), Kim and Jin 
(2011), and Hyun (2010) affirmed that service encounter experiences lead to re-
patronage intention. Furthermore, empirical results in this study also demonstrated 
that service encounter experiences lead to re-patronage intention (b = 0.773, p < 
0.001). 
7. Do the restaurant patrons’ service encounter experiences lead to patronage 
loyalty? 
The last question in this study sought to find out whether service encounter 
experiences lead to patronage loyalty. Both literature review and empirical results in 
this study provided answers. Extant empirical literature by Otengei et al. (2014), and 
Tideswell and Fredline (2004) demonstrated that service encounter experiences lead 
to patronage loyalty. Empirical results in this study further revealed that indeed service 
encounter experiences lead to patronage loyalty (b = 0.823, p <0.001). 
9.4 CONCLUSIONS AND SUMMARY OF EMPIRICAL RESULTS 
The empirical results in this study reveal that several variables: ambience factors, 
service delivery quality, and typology of patrons, have an influence on service 
encounter experiences in the restaurant industry in Zimbabwe. However, contrary to 
the expectations raised in the literature review, this study revealed that service contact 
levels have no influence on service encounter experiences. The empirical results also 
revealed that the levels of service encounter experiences in the restaurant industry in 
Zimbabwe are high. The study also indicated that the service encounter experiences 
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in the restaurant industry lead to re-patronage intention and patronage loyalty. 
However, the relationship between service encounter experiences and patronage 
retention could not be empirically tested after patronage retention, as a latent variable, 
was omitted at the measurement scale validation stage. Patronage retention was 
excluded because the majority of its measurement items loaded to the patronage 
loyalty latent variable. The influences that had a significant effect on and lead to the 
outcomes of patrons regarding service encounter experiences in the Zimbabwean 
restaurant industry are summarised in Figure 9.1. 
Figure 9.1: Empirical evaluation of the proposed antecedents and outcomes of 
service encounter experiences 
 
9.4.1 Empirical results and implications based on the patrons’ perceptions of 
service encounter experiences 
In this study, the service encounter experiences construct which is a intervening 
variable is defined as a sensation felt or knowledge acquired by patrons through 
interacting with different elements in the context created by a restaurant business 
(Otengei et al., 2014:82). Empirical results reported in chapter eight that ambience 
factors, service delivery quality and typology of patrons exert a significant influence on 
service encounter experiences.  Also, chapter eight empirical results reveal that 
service encounter experiences exert a significant influence on re-patronage intention 
SUMMARY, CONCLUSIONS, MANAGERIAL IMPLICATIONS 
AND RECOMMENDATIONS                                                                 CHAPTER 9 
 
225 
and patronage loyalty.  The empirical results in this study suggest that the patrons feel 
that the service providers in the restaurant industry record the reservation details 
correctly, are very positive about order/menu choices and try eagerly to assist patrons 
with menu options. Furthermore, patrons believe that service providers, listen 
attentively, understand orders properly, make it possible for patrons to choose their 
meals wisely and they are capable of giving good advice on order/ menu options.  This 
implies that service providers in the restaurant industry are willing to go out of their 
way to serve them as patrons and are competent as well as efficient in successfully 
handling all their requests. The empirical results reveal that patrons feel that service 
providers are friendly towards patrons during their interaction and offered them exactly 
what they ordered and asked.  This implies that patrons believe that the service 
providers in the restaurant industry have met the patrons’ expectations while 
performing their jobs. 
Previous studies in the restaurant industry had revealed various findings in terms of 
patrons’ service encounter experiences. In the Zimbabwean restaurant industry 
studies by Mangwiro, Marimo and Ndlovu (2015) concurred with the findings in this 
study although they had used a slightly different conceptualisation of service 
encounter experiences construct. In a study of luxury restaurants in the USA by Hwang 
and Hyun (2012), levels of service encounter experiences were found to be higher. 
This suggests that the pleasantness of service encounter experiences in the 
restaurant industry in Zimbabwe might match the levels in developed nations like the 
USA. 
The study revealed that service encounter experiences in the restaurant industry are 
relatively high. The implications are that management must continue to provide the 
services that bring about pleasant experiences to the patrons. These entail providing 
quality food, as it is one if the items that elicit pleasant service experiences. Food 
quality is one of the most sought after in most dining experiences (Gagic, Tesanovic 
& Jovicic, 2013:166). Management must also continue practising internal marketing 
as it elicits pleasant service encounter experiences for the patrons. Internal marketing 
are the practices that are associated with preparing service employees to be ready for 
service encounters. This entails recruiting and selecting the right type of employees, 
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the training, motivating and remunerating service employees so that they adequately 
meet the service encounter needs of the patrons. 
9.4.2 Empirical results and implications based on patrons’ perceptions of the 
antecedents of service encounter experiences 
9.4.2.1 Service contact levels 
For the purposes of this study, service contact levels, was defined as the duration, 
frequency, intensity and variety of encounters between the patrons and either one of 
or both the service personnel and service facilities (Yee et al., 2008:653). The service 
contact levels in the restaurant industry were deemed by the patrons to be very low as 
is evidenced by mean of 3.75 on a seven point scale. This means that restaurant 
businesses in Zimbabwe are lagging behind in implementing technology mediated 
strategies to reach out to their existing patrons. The revelation in this case is that most 
restaurant businesses in Zimbabwe do not have platforms for dealing with patrons who 
are off their premises. That means there is limited use of telephones and electronic 
mails to get in touch with the patrons who intend to place orders. This implies that 
patrons cannot have their orders delivered to their premises in Zimbabwe. 
The empirical results in this study show that the levels of service contact levels are 
very low, and did not match any previous studies. In fact, this is the first study that has 
sought to determine the service contact levels in the restaurant industry, in general 
and Zimbabwe, in particular. 
9.4.2.2 Ambience factors 
In this study, ambience factors, as an independent variable, is defined as inanimate 
background characteristics in restaurant businesses that affect patrons’ five senses 
(Ryu et al., 2012:201). For the purpose of this study, it was hypothesised that 
ambience factors exert a significant influence on service encounter experience.  
Empirical results reported in Chapter eight found that there is significant relationship 
between ambience factors and service encounter experience perceptions as depicted 
in Figure 9.1. Restaurant patrons believe that the use of adequate lightning, moderate 
temperature and background music as well as appropriate noise level make them feel 
relaxed. Empirical results further reveal that patrons believe that an enticing aroma, 
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presence of clean eating area, bathroom facilities, pictures that are visually appealing 
such as, decor and paintings are effective service attributes that make their service 
encounter experiences in the restaurant industry more comfortable and enjoyable for 
them. The empirical results showed that patrons believe that the availability of easy 
access to parking spaces and public transport creates more convenience and 
enhances their service encounter experiences in the restaurant industry.  
The empirical results in this study that are related to the nature of ambience factors 
which reveal that the ambience in the restaurant industry in Zimbabwe is pleasant, 
concurred with the findings in studies by Namkung and Jang (2008), Sariano (2002),  
Ryu et al. (2012) as well as Countryman and Jang (2006). 
The ambience factors in most restaurant businesses in Zimbabwe were deemed to be 
pleasant by most patrons. This suggests that the lighting, temperature, aroma, interior 
decor and sound which make up the composite construct of ambience factors are 
generating pleasant service encounter experiences in the restaurant industry in 
Zimbabwe. 
9.4.2.3 Service delivery quality 
In this study, service delivery quality which is specified as an independent variable. is 
defined as the intangible aspects accompanying or surrounding a meal served to the 
patrons (Yuskel & Yuskel, 2002:54).The empirical results of this study depicted in 
Figure 9.1 mentioned that there is a significant relationship between service delivery 
quality and service encounter experiences. This implies that service delivery quality 
significantly influences the service encounter experiences of patrons. Study results 
reveal that patrons believe that when the restaurants meet the promised time frames 
for service delivery, their service encounter experiences are enhanced. It implies that 
the restaurant industry staff should be trustworthy. The empirical results also indicated 
that patrons believe that the restaurant staff provides prompt and quick service and 
tells patrons exactly when the service will be provided. This implies that the restaurant 
staff is professional.  It was found that patrons feel more comfortable when restaurant 
staff have adequate goods and service knowledge, are sympathetic and reassuring 
when patrons have enquiries. This indicates that restaurant employees have patrons’ 
best interests at heart. 
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The empirical results revealed that when the physical facilities and equipment are up-
to-date, the service encounter experiences of the restaurant patrons increase.    
Furthermore, the empirical results reveal that it is important for the restaurant staff to 
receive adequate support from the managers and supervisors to do their jobs. This 
implies that service encounter experiences of patrons will be enhanced.  
The empirical results on service delivery quality in this study concur with a similar study 
conducted in Zimbabwe by Benhura, Nyagura, Dakwa, Gombiro, Ngwenyama, 
Matanhire, Garamukanwa, Mudita, Zhangazha and Mashavira (2012). Although, on a 
limited scale, they found that found the levels of service delivery quality in he 
restaurant industry in Zimbabwe to be high. The results in this study with regards to 
service delivery quality in the restaurant industry concur with similar studies conducted 
in developed markets such as the USA by Choy et al. (2012), Ryu et al. (2012), Ha 
and Jang (2012), Hyun (2010) as well as Namkung and Jang (2008) had shown that 
in the restaurant industry in the USA the levels of service delivery quality are high. 
The levels of service delivery quality in the restaurant industry in Zimbabwe were 
perceived to be high by the patrons in the restaurant industry as demonstrated by the 
mean value of 5.00 on a seven point Likert scale. This suggests that management 
should continue seeking to understand the expectations of the patrons in order to keep 
abreast of the ever-changing expectations of the patrons. Failure to track the changes 
in patrons’ expectations may lead to future perceived service delivery quality ratings 
going down from the current high levels. Therefore, management in the restaurant 
industry must strive to maintain and upgrade their service delivery in order to avoid 
deteriorating standards. 
9.4.2.4 Typology of patrons 
The typology of patrons refers to the types of restaurant patrons who have the 
inclination towards personality in this study. It was hypothesised in this study, that 
there is a relationship between typology of patrons and service encounter experiences. 
The empirical results reported in Chapter eight affirm that there is a moderately 
significant relationship between typology of patrons and service encounter 
experiences. Patrons in the restaurants easily deceive other patrons to please them, 
by choosing meals that they do not like. The empirical results further reveal that the 
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presence of other patrons encourages them to spend more money than usual. This 
implies that restaurant patrons imitate the menu choices of other patrons around them.  
These findings on the differences in the typologies of patrons were the first in the 
restaurant industry in general and in Zimbabwe in particular. The findings in this study 
with regards to how different types of patrons adjust their consumption behaviours in 
the presence of other patrons concurs with a study by Huang and Wang (2014)  where 
fellow patrons were found to influence the service experiences of other patrons. 
The typology of patrons in this study revealed a slightly significant impact on service 
encounter experiences in the restaurant industry. The implication is that the restaurant 
industry is generating pleasant service encounter experiences for all the types of 
patrons. 
9.4.3 Empirical results and implications based on the perceptions of patrons 
towards the outcomes of service encounter experiences 
9.4.3.1 Re-patronage intention 
In this study re-patronage intention is defined as the patrons’ articulated likelihood to 
repeat the same patronage behaviour (Khan et al., 2016:87; Hwang & Hyun, 
2012:665). For the purpose of this study, it was hypothesised that there is a 
relationship between service encounter experiences and re-patronage intention.  The 
empirical results reported in chapter eight concur with this postulation. This signifies 
that service encounter experiences exert a significant influence on re-patronage 
intention. This implies that patrons often revisit restaurants of their choice because the 
staff addresses their complaints in a friendly manner. This also indicates that staff in 
the restaurants treats patrons with courtesy. It was also found that patrons believe that 
they will continue to visit the restaurants of their choice because they do not have to 
make reservations prior to their visits as well as because it is cost effective and 
financially viable. Empirical results reported that patrons will continue to visit 
restaurants that are located closer to easy access to parking areas and public 
transport.  
The empirical results that confirm a positive relationship between service encounter 
experiences and re-patronage intention in this study concur with previous studies. In 
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studies by Kim and Jin (2011), Hwang and Hyun (2012), Ryu and Han (2010), as well 
as Back and Parks (2003), it was also revealed that the service encounter experiences 
of patrons in the restaurant industry leads to re-patronage intentions. 
The re-patronage intentions of patrons in the restaurant industry were deemed to be 
high. The implications are that the patrons are willing to re-patronise the same services 
from their preferred restaurant businesses. These re-patronage intentions emanate 
from the pleasant service encounter experiences received by the patrons during the 
service delivery. 
9.4.3.2 Patronage loyalty 
In this study patronage loyalty is referred to as the behaviour that patrons exhibit 
through consistently patronising the same business in a market that has a 
considerable number of alternative services (Sharmeela-Banu & Gengeswari, 
2013:87). In Chapter eight it was hypothesised that there is a relationship between 
service encounter experiences and patronage loyalty.  Empirical results reported in 
Chapter eight found verification for this contention.  This means that service encounter 
experiences significantly influence patronage loyalty. The empirical results reveal that 
restaurant patrons will consider restaurants of their choice even if they charge high 
prices and will only stop visiting these restaurants if they were to close down.  This 
implies that service encounter experiences effectively influence patronage loyalty in 
the restaurant industry.  Patrons also believe that it is important for them to say positive 
things to other people about preferred restaurants and encourage friends and relatives 
to visit restaurants.  Furthermore, the research results presented in chapter eight 
suggest that patrons will post positive messages about the restaurants on social 
media. This implies that patrons will take offense at any criticism of the restaurants of 
their choice in the media.  
Previous studies by Otengei et al. (2014), Hwang and Hyun (2012) as well as Tideswell 
and Fredline (2004), conducted in line with this study, in both the developing and the 
developed world confirmed the existence a positive and significant relationship 
between service encounter experiences and patronage loyalty. 
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The levels of patronage loyalty in the restaurant industry in Zimbabwe are moderately 
high. The implications are that most restaurant businesses have a potential to remain 
viable through being sustained by their loyal patrons. Normally, loyal patrons tend to 
revisit the same business on a regular basis, thereby increasing the revenue stream 
for the business (Egan, 2011:76; Godson, 2009:72). It has also been revealed earlier 
in Chapter five by Lovelock and Wirtz (2011:339) and Schiffman et al. (2010:13) that 
loyal patrons are a cheap source of credible marketing communication information. 
Moreover, through having loyal patrons, restaurant business are most likely going to 
benefit from high levels of market acceptance for their products and services. It has 
already been stated that loyal patrons tend to adopt new products and services from 
the same supplier if their loyalty is considerably high (Makanyeza, 2015:313; Duffy, 
2003:480). Moreover, loyal patrons tend to buy a variety of products from the same 
business (Duffy, 2003:480). This implies that restaurant business may receive some 
kind of support from the market on all their products and services on offer.  
9.5 RECOMMENDATIONS REGARDING SERVICE ENCOUNTER 
EXPERIENCES IN THE RESTAURANT INDUSTRY IN ZIMBABWE 
9.5.1 Service encounter experiences 
Although the levels of restaurant patrons in Zimbabwe’s service encounter 
experiences were deemed to be above average, they were not regarded as excellent. 
This implies that most restaurant businesses are limited to face-to-face interaction 
when dealing with the patrons. While face-to-face encounters are traditionally 
acceptable because they enhance service encounter experiences through emotional 
expressions such as smiling, eye contact, and body posture, they are limited in terms 
of saving time for patrons who might be time-conscious although they may want to 
have a restaurant’s services while they are in their homes or offices. Therefore, it 
implies that there is a need for improvement of service encounter experiences. The 
restaurant owners and management should consider the following as the strategies 
that can improve and enhance the service encounter experiences of their patrons: 
 Providing home delivery meals; 
 Providing a drive-through facility to encourage speedy food collection; 
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 Providing a buffet option which offers a wide variety of food; 
 Shortening waiting time at the restaurant facility by providing drinks at the bar 
or lounge area until tables are available for waiting patrons; 
 The reservation system must not only be limited to visits but should be extended 
to patrons who intend to place orders in a restaurant. This means that 
restaurant businesses could open several avenues through which their patrons 
are able to place their orders. Patrons can use telephones, electronic mail, and 
log-in portals to place orders.  
 Serving patrons with quality food displayed in a variety of menu options; 
 Frontline staff or service providers must be competent and efficient in handling 
all patrons requests; and 
 Continuously train staff to ensure that service employees are well prepared to 
engage patrons in a service encounter, for example, train staff to improve their 
listening skills, flexibility, and courtesy. 
9.5.2 Antecedents of service encounter experiences 
In order to improve the experiences of patrons in restaurant business restaurant 
managers to pay attention to the antecedents of service encounter experiences, which 
were identified in the research results of the study as ambience factors, service 
delivery quality, and typology of patrons. 
The ambience factors in the restaurant industry in Zimbabwe were reported in the 
previous chapter to be above average. However, there are some aspects of the 
ambience in the restaurants in Zimbabwe that need some attention. The restaurant 
owners and managers need to promote and augment the service encounter 
experiences of patrons by paying attention to the following aspects of restaurants’ 
ambience: 
 Keeping eating and bathroom facilities clean; 
 Having attractive décor and paintings, and pictures in the interior of the 
restaurants; 
 Having easy access to parking and public transport; 
 Controlling noise to  an appropriate level; 
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 Providing an enticing aroma, adequate lightning and moderate environment 
that creates a favourable environment so that patrons are able to relax; and  
 Providing background music that makes the restaurant an enjoyable place. 
In summary, restaurants in Zimbabwe need to improve the variety and sound of music. 
Music is singled out because it tends to elicit varying interest in patrons depending on 
its recentness (Mattila & Wirtz, 2001:276). Therefore, it is advisable for restaurant 
businesses to continue improving their music selection. Further, interior decor needs 
to be regularly changed so as to avoid monotone to the patrons. 
The service delivery quality levels in the restaurant industry are equally high. 
However, as has already been suggested before there is still room for improvement 
with regards to the service quality delivery in the restaurant industry. The restaurant 
owners and management can improve the service delivery quality by adhering to the 
following: 
 Ensuring that the staff provides prompt and quick service;  
 Ensuring that the staff are trustworthy, professional  and have patrons’ best 
interest at heart; 
 Providing staff with adequate support to enable them to do their job;  
 Ensuring that physical facilities and equipment are up-to-date and modern; and 
 Ensuring that patrons are served quality levels of food as this considerably 
contribute towards the patrons’ pleasant service encounter experiences in the 
restaurant industry.  
Therefore, service employees who are largely responsible for service delivery must be 
consistently subjected to refresher courses on service delivery, so as to keep them 
abreast of the patrons’ ever changing preferences and tastes. 
The typology of patrons indicated moderate effects on the service encounter 
experiences of patrons in the restaurant industry. The relationship between the 
typology of patrons and service encounter experiences was moderately significant. 
This indicates that there are fewer distinctions in the characteristics of patrons in the 
restaurant industry in terms of elicited service encounter experiences. Therefore, 
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varying service offerings on the basis of the types of patrons may not significantly 
generate distinct service encounter experiences. 
The study’s results revealed that the restaurant patron topology is based on 
personality traits which leads to differential service encounter experiences for patrons. 
For example, introverts are likely to have pleasant service encounter experiences in 
less crowded restaurants, where they are not the focus of attention. Thus, they can 
also have better experiences in dealing with fast-food restaurant businesses where 
the levels of interaction with both the wait-staff and fellow patrons are very low. On the 
other hand, extroverts are likely to have pleasant service encounter experiences in 
full-service restaurants that are associated with direct personal-patron interaction. 
Accordingly, it is easier for marketers to make plans and formulate marketing 
programmes, on the basis of the personality traits of target markets.  For that reason, 
restaurant owners and managers should focus on the unique needs such as menu 
choices, prices as well as take-ways and home deliveries, and the characteristics of 
the patrons’ behaviour in the restaurant premises. In order to identify and satisfy the 
new target groups of the restaurants, restaurant owners and management should pay 
attention to the following attributes: 
 How the pleasing of other patrons by choosing food that they do not like, affects 
their purchases; 
 How imitating the behaviour and actions of other patrons around them regarding 
menu choices influence patrons; 
 How the proximity of, and arrangement of tables and chairs, might affect the 
menu choices; 
 Availability of variety of the same menu option in different prices; 
 The reasons for dining out in a restaurant influence patrons’ choices; and  
 Understand how the structure or number of patrons per table influences 
patrons’ experiences. 
The above-mentioned characteristics will assist the managers to cater for the unique 
preferences of their patrons. 
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9.5.3  Outcomes of service encounter experiences 
The outcomes of service encounter experiences identified in this study are re-
patronage intention and patronage loyalty. These two outcomes demonstrated that 
they are both positively related to service encounter experiences. 
Considering that re-patronage intention is an important indicator of purchase 
behaviour (Cheng et al., 2006:100), management must strive to attain higher levels of 
re-patronage intention by utilising the following strategies: 
 The location of the restaurant must be within easy access to a parking area and 
public transport; 
 All patrons may be allowed to visit and dine in the restaurants with or without 
making reservations; 
 Ensuring that dining in a restaurant business is cost effective for patrons and 
financially viable for restaurant owners; and 
 Ensuring that staff practises courtesy and address patrons’ complaints in a 
friendly manner.   
The levels of service encounter experiences of patrons in the restaurant industry must 
be enhanced in order to elicit patronage loyalty. The patronage loyalty of patrons 
needs to be promoted by owners of restaurants and management by utilising the 
following strategies: 
 Focus on ensuring repeat purchases by loyal patrons. Repeat purchases and 
spreading of positive word-of-mouth are beneficial to restaurant businesses. 
Repeat purchases ensure a steady stream of revenue to the business.  
 Positive word-of-mouth communication is a credible source of information to 
potential patrons and is a cheap source of promotion. 
 Posting positive messages on social media to improve the image of the 
restaurant. 
9.6 CONTRIBUTIONS OF THE STUDY 
This study brought immense contribution to the extant marketing body of knowledge. 
The contribution includes the determination of the antecedents (ambience factors, 
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service delivery quality and typology of patrons) of service encounter experiences in 
the restaurant industry in Zimbabwe through the development of a hypothetical model 
and measuring instrument. This is the first study in Zimbabwe that sought to explore 
the service encounter experiences of patrons in the restaurant industry in Zimbabwe. 
This study is also the first to evaluate the service contact levels that affect service 
encounter experiences in the restaurant in the restaurant industry in Zimbabwe. 
Zimbabwe as a developing country is in the process of adopting technology and this 
study revealed how technologically mediated service contact levels are impacting 
patrons. 
This study also revealed how ambience factors generate pleasant service encounter 
experiences. Ambience factors in the restaurant industry were shown to be a 
combination of pleasant music, comfortable temperature, access to parking, clean 
facilities and pleasing scent that generate differential service encounter experiences. 
This study further contributed to the extant knowledge through confirming that in the 
restaurant industry in Zimbabwe as is the case in the developed world, service delivery 
quality contributes to patrons’ service encounter experiences. In this study a positive 
and significant relationship between service delivery quality and service encounter 
experiences was established. The study contributed by revealing that management 
and employees in the restaurant industry make a concerted effort to close the service 
quality gaps for patrons to receive pleasant service encounter experiences. Therefore, 
personnel training, or the employees’ capability or willingness to provide the expected 
service delivery and meet the set service standards, can contribute towards the 
patrons’ pleasant service encounter experiences in the restaurant industry. 
The other contribution of this study rests on the effect of the typology of the patrons 
on service encounter experiences. The study reveals the typology of patrons is based 
on personality traits which leads to differential service encounter experiences for 
patrons. In addition, the typology of patrons also relates to patrons’ readiness to adopt 
to technology. Therefore, the contribution of the study shows that it is necessary for 
managers to utilise and adapt to modern technology, like providing online ordering and 
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drive-through facilities, and other resources in trying to create patron segments, based 
on the typology of patrons anchored on the inclination to towards social density. 
Another contribution of this study is that it is the first study in Zimbabwe that sought to 
explore the outcomes of service encounter experiences of patrons in the restaurant 
industry in Zimbabwe. 
The study immensely contributed to the body knowledge by revealing that restaurant 
industry service encounter experiences considerably influence the re-patronage 
intention behaviour and patronage loyalty of patrons. More importantly, having patrons 
with the intention to re-patronise makes business planning much easier,  leads to 
profitability, increases incidences of positive word-of-mouth communication, makes 
personalisation of services possible and reduces the patrons’ service search costs.  
On the other hand, the study results indicated that the loyalty of patrons in the 
restaurant industry is the benefit of pleasant service encounter experiences, and 
various researchers support this notion. The contribution of the study is that patronage 
loyalty could have an impact on the spreading of positive word-of-mouth 
communication in the restaurant industry and can be utilised as a source for creating 
a competitive advantage.  
The study makes valuable contributions by offering practical recommendations by 
means of strategies to restaurant owners and managers to implement, in order to 
improve their patrons’ service encounter experiences, re-patronage intentions and 
patronage loyalty. Ultimately, this would lead to many benefits for Zimbabwean 
restaurants. 
9.7 LIMITATIONS OF THE STUDY AND FUTURE RESEARCH 
There are some limitations associated with this study. The main limitation is based on 
the fact that this is a cross sectional study. The data was collected from a cross section 
of restaurant patrons, and there is always a possibility that the patrons’ views may 
change due to dynamic changes in the economy, adoption and application of new 
technology, and changes in patrons’ preferences and tastes due to the effects of 
globalisation. 
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The other limitation of this study results from the fact that some other constructs that 
are likely to affect the patrons’ service encounter experiences were not considered in 
this study. There are some constructs in the broader service environment such as the 
social and design factors of the servicescape which previous studies had deemed 
relevant in eliciting service encounter experiences in the restaurant industry. However, 
it was not feasible to include all the variables in the conceptual model due to the limited 
resources that would be needed to incentivise the respondents to fill in a lengthy 
questionnaire. 
Moreover, the participation of the respondents though voluntary was in some 
instances marred by less attention being paid by the respondents. Most of the patrons, 
especially, those contacted or approached during lunch hour were in a hurry. This 
presents the possibility that some patrons paid little attention in responding to some of 
the questions in the data collection instrument. 
9.8 FINAL CONCLUSION 
The major conclusions drawn from this entire study are that patrons in the restaurant 
industry perceive patronage retention to be the same construct as patronage loyalty. 
Furthermore, it can also be concluded that, contrary to general expectations in the 
extant literature, patrons’ service experiences are not affected by service contact 
levels. It can also be concluded that ambience factors and service delivery quality 
significantly affect patrons’ restaurant service encounter experiences, while a 
moderately significant effect on service encounter experiences emanate from the 
typology of patrons. Lastly, the study concludes that service encounter experiences in 
the restaurant industry significantly affect patrons’’ re-patronage intention and 
patronage loyalty. 
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